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Coffee planter Juan Valdez sees himself in newspaper ads intro- plan to upgrade American taste in coffee, and help good brands. 
ducing Colombian Coffee to U.S. The campaign is part of wide It breaks in first ten major U.S. markets starting in January. 


Juan Valdez, Key Figure 
in Million Dollar Campaign 
for Colombian Coffee 





BAGS BY American 
Bag & Paper Corporation, 
Philadelphia 


DESIGNED BY Morton 
Goldsholl Design 
Associates, Chicago 


LINED WITH and 
flavor-sealed by 
Pliofrlm 


In-the-store grinding of coffee is a thing of the 
past in 400 supermarkets across the land as 
Topco Associates becomes the first national dis- 
tributor of preground, bagged, dated fresh coffee - 
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Eliminating wasted space, machine x9 maintenance, 
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sealed with Pliofilm—bags which make possible the marketing of 


preground coffee with bean freshness! 


Good coffee stays good in For more information on this modern, spacesaving, 
moneysaving merchandising — write: Goodyear, 
Packaging Films Dept. N-6433, Akron 16, Ohio. 


‘GOODFSYEAR 


Pliofilm, a rubber hydrochloride —T.M. The Goodyear Tire & Rubber Company, Akr 





A 
Coffee Buyer’s 
Guarantee for 


UNEQUALLED 


DEPENDABILITY 
and 


SERVICE 
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INCORPORATED 


COFFEE IMPORTER S 








NEW YORK 
79 Pine Street 


NEW ORLEANS 
336 Magazine Street 


CHICAGO 
767 N. Milwaukee Ave. 


Representatives in: 
SANTOS, RIO de JANEIRO, 
PARANAGUA 


and principal coffee producing 
countries throughout the world 
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THE EDITOR'S PAGE: 
"83 years and still going strong’ 


ICED COFFEE * 1960: 
Coffee and Tea Industries annual report 


“iced coffee promotions grown in number’ 


“the argument for outdoor advertising’ 
by William F. Flower, Outdoor Advertising, Inc. 


“radio makes a summer mark" 
by Miles David, Radio Advertising Bureau 


“the case of the watery brew" 
by Lewis W. King, King Coffee, Inc. 


VIGNETTES: 


“how the percolater got its perc’ 


ADVERTISING: 
“what's needed in p.o.p. advertising” 
vbr Vel 5. Gowen, Natlenal Tou Césipany for HOT COFFEE 


; Coffee carriers with 2, 3, 5 & 10 gal. 
SERVICES: nok capacity have fiber glass insulation 
the trend to fleet leasing which gives 30% more heat retention. 

by A. J. Schoen, Four Wheels, Inc. Prices start at $79. 


PROMOTION: TYPICAL MEAL FROM 


"Schilling's circus promotion goes to town’ ONE FOOD CARRIER 


. 72 
SPICES: servings of 
‘nutmeg and mace in Grenada'’ vegetables 
by Dr. Ernest Guenther, Fritzche Brothers, Inc. 


and hamburger lie, 
HOT FOODS = te 
NEWS FROM KEY CITIES: 


“trade doings around the country" pn —— 72 ( = 
4 servings of > 


SHIP SAILINGS: 


"a summary of inward-bound schedules on coffee and tea berths'' 


ture) carry up to 10 mashed 
STAFF: gal. of a single food potatoes 
— —or 4 aluminum 


Publisher, E. F. Simmons; Execu- containers fit into 
tive Editor, John J. Decker; Ad- ‘ : carrier to hold 9 qts. 72 y ti 
: each of different servings of = 


vertising Manager, Frank Bianca- 7 foods. Prices start ieee isis 
: at $115. os 


mano; Business Manager, E. Red- 

mond; Circulation Manager, E. 

Delgado. 63-3 Vue: See your dealer now about the com- 
plete Cecilware line of carriers and 

write for our new catalog #24 


AREA REPRESENTATIVES: 
New Orleans — W. McKennon, 73! Dumaine St.; California — Mark M. Hall, 
1215 Shattuck Ave., Berkeley, Calif.; Chicago — Harry T. Lane, 141 W. Jackson 
St.; Mexico City — Douglas Grahame, Apartado 269; Rio de Janeiro — A. Sampaio 
Filho, Rua Quitando 191: Santos — Tullio Catunda. Praca Maua, 20-s/217 


SUBSCRIPTION PRICES: 
$5.00 ber year, a yt $5.50, Canada; $6.00, Foreign. Published monthly / 
ight 19 h i i ishi t t, N a LESS 
Copyrig 60 by e Spice Mill Publishing Co., Inc., 106 Water Street, ew CECILWARE-COMMODORE 


York 5, N. Y., WHitehall 4-8733. 

199 Lafayette St., New York 12, N. Y 
“THE PIONEER PUBLICATION IN THE COFFEE, TEA AND SPICE FIELD" 
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MORE 
THANEVER /t’s Important To Break That 
Dumping-Cleaning Bottleneck 


The ultimate in clean coffee is 
assured by green coffee cleaners 
mounted over scalpers 


Green coffee dumping equipment 
used in a recent Burns installation 
where dumping and cleaning rates 
are carefully co-ordinated. 


New concepts of green coffee handling are based on a high cleaning-dumping rate, rather 
than on the roaster output as formerly. 


These new concepts are achieving impressive gains in efficiency, as well as reductions 
in labor costs, in the latest Burns engineered plants. 


Why not let Burns show you how these new ideas may be helpful in your operation. The 
savings, in many cases, can be most impressive. 


AND SONS, INC. 

IN SAN FRANCISCO 
Tempo-Vane Mfg. Co. 
& Tempo Steel Corp. 

330 First Street 
600 WEST 43rd STREET * NEW YORK 36, N.Y. San Francisco 5, Cal. 


1 CNERED NEW YORK CHICAGO 
B. F. Gump Co. DALLAS SAN FRANCISCO 
1325 S. Cicero Avenue ENGINEERS 

Chicago 50, 
Ilinois 








83 years and still going strong... 


lkighty-three years as spokesman for 
the coffee, tea and spice industry 1s a con- 


siderable period of time. 


It’s an especially long time for any one 
trade paper to have exercised its influence 
on such a vital section of the American 
food industry. But that is exactly what 
“Coffee and Tea Industries” and _ its 
predecessor, “The Spice Mill” have been 
doing for a period just sixteen-years shy 


of the century mark. 


Back in 1878, when we got our start, 
the clipper ship was still a familiar part of 
the shipping scene in the area around New 
York’s South Street wharves. When our 
first issue came off the press, the Coffee 
exchange had not vet been formed. Men 
who had fought with Grant and Lee were 
still comparatively young. Your grand 
father may have been one of our first 
subscribers. You, will continue to be in 


the coming months. 


Frankly, we had thought that after so 
long a period of time as patriarch of our 
own section of the American trade press 
there was little we could do to improve 
our format. Or, for that matter, to up 


date our overall contents. 
But, we were wrong. 


That’s why, in the months ahead, you'll 


begin to notice changes 1n the appearance 
of “Coffee and Tea Industries’. Changes 
we think will make the magazine a more 
informative one for its readers. Changes 
which will bring you more and_ better 
news of the industry while it is still 1m 
portant. Changes which will make in 
creasing use of pictorial presentation on 


subjects of interest to you, the reader. 


As a starter, we’ve revamped our cover 
this month. We think you'll agree that it 
is an improvement over the one you have 
been accustomed to. It’s not the sort of 
thing the average reader may consider an 
earth-shaking accomplishment. Still it is 
a start on bringing our publication abreast 
of a modern, fast-moving industry. But, 
it is on the inside pages of “Coffee and 
Tea Industries”, in coming months, that 
we plan on making the most important 


changes. 


We'd like to have your suggestions on 
what features you would like to see in 


“Coffee and Tea Industries”. 


even without them, it is our feeling 
that you will find future issues more ex 
citing reading than they have been in the 


past. 


We're looking forward to the next 83 


years of publishing. 
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It Pays to Trade . 


the Ruffner Way 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE 
IMPORTING AGENTS AND BROKERS 


Established 1896 


NEW YORK a CHICAGO — SAN FRANCISCO — NEW ORLEANS 
98 Front Street 408 W. Grand Ave. 214 Front Street 419 Gravier Street 


Good Coffee Deserves Good Brewing 
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iced coffee promotions grow in number 





Coffee & Tea Industries annual survey discloses increasing industry participation 


in 1959. 


Indications are that Summer — 1960 will see more and better efforts as 


roasters learn importance of prodding the consumer during traditional midyear slump. 


More coffee roasters are iced coffee 


promotion. They did last summer, and probably will next 


participating mn 


summer, 


A big 


> 


jump in participation is indicated by the fourth 


annual survey of iced coffee conducted by 
COFFEE & TEA INDUSTRIES, formerly The Spice Mill, 
During the summer of 1959, almost 73° of the roasters 


did iced coffee promotion, the survey respondents indi- 


promotion, 


cated. 

This compares with a level hovering at 
during the three preceding summers. 

Before the summer of 1959, the big 
participation came when the Pan-American ( offee Bureau 
first began its postwar industry-level iced coffee promo- 
That year, 1956, the level 59%. In 1955, 
it was only 414%. 

What did iced coffee do for the roasters who promoted 


59, or 60% 


jump in roaster 


tions. was 


it last summer ? 

Most of them liked the results 
their survey responses that they will do it again in the 
In fact, more than eight out of ten said 


enough to indicate in 


summer ahead. 
they will promote iced coffee this year. 

Reasons for this decision are clear from one of the 
key questions in the survey: What do you think this 
year's iced coffee promotion did for you? 

More than 32 of the respondents promoting iced cof- 
fee indicated results that could be called “excellent’’. This 
was the largest single category. About 13 listed respon- 
ses which could be tabulated as ‘“‘fair’’; another 20% 
“so-so; 13%, “poor”; 3% didn’t know what the response 
was; and the balance did not reply to the question. 

What kind of responses were totaled under “excellent” ? 
Here are some of them: 

“Increased sales.” (A regional packer selling both to 
restaurants and food stores.) 

“Kept our summer coffee business ahead of last year.” 
(A top national food chain with its own coffee depart- 
ment. ) 

“Helped build important consumer franchise for our 
brand.” (A regional roaster in the East. ) 

“Our summer coffee sales did not slump the usual 18%. 
We improved 23.” (A regional roaster in the restau- 
rant field.) 
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“Got us extensive publicity, Will do even better next 
year.” (A regional roaster expanding into new territory.) 
“Was a ‘plus’.”” (A big national food store chain.) 

“Effective. Good trade comments.” (A national roas- 
ter. } 

Under the category of “fair were grouped responses 
like these: 

“Only fair.” 
restaurants. ) 

“Helped somewhat.” (A regional roaster specializing 
in the institutional market.) 

Lumped under “poor” responses were comments which 


(A roaster selling both food stores and 


were unmistakable: 

“Nothing.” (This was the most common statement in 
this category.) 

“No appreciable effect.’” (A local roaster. ) 

“Consumer reception very disappointing.” 
food store chain.) 

To this last comment, by the regional food store chain, 
might be added a postcript, from the survey response. In 


(A regional 


Continued on following page 
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gative results last summer, this chain plans 
iced coffe 
cote 
roasters applied this promotion to regular 
than to fact, 47% of the respondents 

ed coffee promotion did so for regular coffee only 
Another 36 apy lied it to both. A shade 
The balance did not specify 


romote again the coming season 


! - 
Instant is considered a natural for iced coffee. 
more 
instant 
less than 16% 


used it for instant only 
Continued widespread participation in iced coffee pro- 
otion 1s to be expected in the summer of 1960, accord 
to survey responses 

More than 867 of the roasters who pushed iced coffee 
n the summer of 1959 will do so again this year, they 
ndicated, About had not 
The other 4 did not say anything on this 

What kind of promotion will the 86 put on this sum 

More than half—53% 


r, compared to last ? 
same, Where there is a change, 


10% said they yet decided 


indicated 
effort will be the 
hances are it will be in the direction of a heavier pro 


This noted by 27% Not 


res} ondents indicated they | lanned, definitely, to £0 light 


was one of the 


motion 


er on iced coffee promotion. But 7 did state they didn't 


know where they would jump—more promotion, less or 


the same 

As in each of the past surveys, one big fact emerges 
the promotions that come through best are the ones that 
have the most put into them 

In every where the roaster feels the response 
to his promotion has been good, he has put effort into 


imstance, 


t—salesmen's mectings, strong advertising, heavy support 
it point-of sale 
The 


effort brings scant 


Scant 
An example of this is the 


other side of this coin ts also consistent 


results 
national roaster who used iced coffee promotion in two 
What 


Way 


markets only, and even then not continuously. 


were the results ? The this 


Nothing.” 


This might, of 


COMpany put it 


course, be said of any promotion: the 


more you put into it, the more you xet out But while it's 


in inviting truism, it doesn’t hold water, as some companies 
know trom sad experience The more you put into a pro- 


motion, the more you get out as |i We As the potential /s 


Mild 
If the potential isn't there, you're trying to beat water 


rod k 


The iced coffee experience, as revcaled by the four sur 


out of a All that happens is, you get bruised. 
veys to date, underlines the fact of the iced coffee poten 
tial It's there 
What tools do roasters use to tap that potential? 
The most common tool, by far, is point-of-purchase ma- 


It responds 


terial. More than 817 of the respondents promoting iced 
If anything, 


the percentage was even heavier among roasters selling 


coffee last summer reported p.o.p. activity, 
only to restaurants, 

Most of the companies relied heavily on p-o.p. iced 
cottee material supplied by the Pan-American Coffee 
Bureau. About 70 of the respondents promoting iced 
cotfee declared they used Bureau pieces, for food stores 
and/or restaurants, 

The quantity of Bureau pieces used varied widely, from 


several hundred to many thousands. Terms used to state 


clear comparisons. One 
respondent, for example, noted 1,000 Another 
indicated the placement of Bureau material in 32,00 stores 
but not how many per store 
In addition to Bureau point-of-purchase material, a 
developed their own. In 


this information did not. otfer 


prec pS. 


considerable 31% 
most instances, they were used with Bureau pieces. 

The quantities of company-originated pieces were, in 
some instances. considerable, One respondent reported 


Another noted 23,00; these were table 


segment 


100,000 pieces. 
tents for restaurants. 

By and large, the iced coffee campaigns by individual 
roasters still have a long way to go, measured by hot 
coffee intensity. Many of them are only dipping a toe, 
instead of plunging. 
reflected. to some extent, in the number of 
Nearly half of the respondents promoting 


17% did so in only one medium. 


This ts 
media used 
iced coffee 

Another 10° 
coffee promotion, 6% used three and less than 20% went 


reported applying two media to iced 


into four 
The medium used by more of the roasters for iced 


coffee than any other was television. A_ little over 29 
reported a. 
Radio was a close second, with a little under 27° of 


the iced-coffee-promoting respondents, Newspapers were 
third, with 230%. Next in order was direct mail, which 
17°¢ of these roasters utilized for iced coffee promotion. 
A scattering of these respondents, a little more than 3%, 


29 


Continued on page 1 





Roaster 
Participation 
in iced coffee promotion 


(% of respondents) 
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HEAR YE! 
HEAR YE! i 


HONEST COFFEE LOVERS 


NALLY 


TO THE CAUSE! 


The Crusade for Honest Coffee is get- 
ting action! Gallant men and women 
across the nation are joining the LHCL 
and taking up the battle. Each and 
every one pledges to serve only Honest 
Coffee—coffee made with one standard 
measure of coffee per cup. 

Still the battle has hardly begun! More 
than 1112 million Americans will read 
our next recruiting message. And many 
more will join. See the sixth ad of our 





crusade to increase coffee consumption 
in LIFE, January 11, and LOOK, March 1. 


ahem ee ee 


| WORE COFFEE IN | 
| OUR COFFEE OR FIGHT | 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARz 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma, The U. S. taste for coffee 


has been built on Brazils 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 
campaign for 
heartier coffee 


COFFEE & TEA INDUSTRIES and The Flavor 





BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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went into billboards. Virtually none of the respondents 
used general magazines, but instances were reported of 
ced coffee advertising in restaurant publications. In one 
isc, package inserts were used to promote iced coffee. 
Still. the most frequent tool was point of-pure hase ma- 
terial About 
ced cottes 


new | a} crs direct mail or billboards 


10% of the respondents who promoted 
media—TV, radio, 


But they did report 


used none of the above 


using point-of-pure hase material 


The point of sale was the focus for other merchan- 


lising activity for nearly one out of four of the roasters 
promoting cottec This ) 


iced proportion 23% noted 
n-store promotions of one kind or another. 


It was clear, 
however, that some respondents meant point-of-purc hase 


in-store promotions 


material rather than 
Possibly as a result of gaps revealed by reports on the 
irlier iced coffee surveys, 
pare their salesmen for iced coffee promotion than in 
revious About 70% noted they had done SO 


Phe extent of these preparations, however, varied wide- 


roasters touk steps to 


more 
re] 
| years 
ly. Some of the roasters lined up a rounded program for 
their men. with iced coffee ad material. cost data on the 


beverage Others merely sent bulletins 


samplings, et 
the men 
A cross-check from the question of extent of prepara 
tion of salesmen’s meetings to promotion results shows a 
Well-prepared meetings 
almost always paired with good results. Also, of 
trong promotion was usually part of the positive picture 
What were some of the materials and methods used at 


consistant 


remarkably pattern 


course, 


sulesmen’s meetings ? 
Advertising campaign material (both brand and 


Cottee 


sheets 


Pan-American Bureau ) 
Letters and fact 
Point-of purchase pieces 
Presentation portfolios 
Sound transcriptions 
Films 
Badges. 

Sampling of iced coffec 

Iced coffee dispensers entered the picture for a substan- 
tial segment of the roasters promoting iced coffee, a little 
more so than the year before. About 38% of these re 
spondents reported that they furnished dispensers to their 
customers, For the 1958 season, the figure was 35%. 

For six out of ten of the roasters reporting iced coffee 
dispensers, the basis was an outright sale. Most of the 
others provided the dispensers on loan, although a small 
fraction did not indicate how they handled tt. 

The quantities of dispensers involved ranged from a 
few to many hundreds. 

The types of dispensers were varied, Sieling glass dis- 
pensers were common, Other dispensers noted were Cecil- 
ware Commodore, West Bend and Curtice units. 

One roaster in the restaurant field made a point of iced 
coffee in glass. “It is of considerable suggestive merit,” 
he declared, and stimulates requests for iced coffee. 

‘Where iced coffee is not visible, and the restaurateur 
has some cold coffee in the back room, the customer will 
hesitate to ask for iced coffee,” the roaster added. 

How can the upcoming iced coffee campaign be made 


COFrFrEtE- & 


ies 


more effective? Suggestions by the respondents fell into 


two main categories—more promotion and easier bever- 
age preparation, especially in restaurants. 


The coffee manager of a national food store chain put 


the first point this “Continued advertising, in all 


all coffee people.” 


Way: 
media, by 

A big regional roaster said, “By spending more money. 
I think the theme is excellent as it stands.” 

Another roaster, who sells both to food stores and to 
restaurants, offered three points: “1. More publicity of 
a general nature. 2. More restaurant litho display ma- 
terial. 3. Publicize ease of making iced coffee with the 
instant product.” 

Others put it more bluntly: “Just keep plugging.” 
‘More iced coffee promotion.” 

A roaster on the Pacific Coast had a particular slant to 
his comment: “The West Coast 1s catching on to iced 
coffee. We will just have to keep plugging.” 

Roasters in the restaurant field were more specific: 
More point-of-sale merchandising. More signs in color.” 
This theme. For example: ‘Greater 
variety of visual aids.” Another looked to himself for 
the answer: “We intend to start our advertising earlier.” 


Was a recurrent 


On the point of easier preparation, the comments were 
emphatic: “Encourage the serving of more courageous 
iced coffee—heavier, that is.”’ 

This, another respondent indicated, was not as simple as 
it sounded: “Overcome the obstacle of having to brew 


Continued on page 22 





Media Used to Promote 
Iced Coffee 1958 vs 1959 


(% of respondents promoting iced coffee) 


B—Radio Spots C—TV Spots D—Direct Mail 


A—Newspapers 
E—Billboard 








TEA NDUSTRIES and The 








No longer will consumers accept foam, froth, air in place of 
the real thing. No matter what the product, short measure 


means short life. 


To achieve encores for tea, the paper used for tea bags 
must assure prompt fullness of flavor and color. Anything 
less is considered as short measure. It is for this reason 
that our tea bag papers are designed to yield all of the 
full brew strength and true tea flavor that the tea 


within a bag is able to produce. 


C. H. DEXTER & SONS, INC. 


Manufacturer 
WINDSOR LOCKS, CONN. 


Ask Aldine.. 
ALDINE PAPER COMPANY, INC. 


Distributor 
535 FIFTH AVE., N. Y. 17, NEW YORK 
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Stimulus to Ieed Coffee Sales... 


the argument for outdoor advertising 








By WILLIAM F. FLOWER, Director of Public Relations, 
Outdoor Advertising, Inc., 
New York, N. Y. 


Outdoor adve rtising otfers the roaster a unique Opportunity 
for furthe ring iced coffee sales It's as simple as that. With 
the advantage of size, color and especially, of mass coverage, 
it Can saturate your summer market with timely and com 
pelling thirst appe ils 

The outstanding success of soft drink and beer marketers 
in outdoor advertising suggest the overall pattern for similar 
wed coffee 
fact that extensive, continuous use of poster advertising and 


campaigns These point up the 


promotions 
painted builetins can serve as a valuable aid in producing 
summertime sales for the roaster 

There are reasons for outdoor’s effectiveness as a medium 
for iced coffee promotions. And, they help to explain why 
this type of promotional effort has gained such widespread 


uceptance throughout the entire food marketing field 


Here S why 
Coverage: While all other major media must search out 


an audience inside the home, the outdoor audience goes 10 


the medium. They circulate around it and are exposed to 
its message in the normal course of their daytime travels. 
Outdoor’s circulation 7s the market, It reaches all potential 
iced coffee drinkers, young and old, male and female, in all 
economic-social brackets, regardless of population changes. 
It screens out no one. 

A national medium with local-media flexibility, outdoor 
is the most local of all media. Because its panels are located 
strategically at high-traffic points, outdoor can provide roas- 
ters with close to 100 per cent market saturation. Research 
by the Traffic Audit Bureau, New York, impartial authority 
for outdoor circulation values, shows that 83.1 per cent of all 
city dwellers go outdoors daily—also that daily trathc turn- 
over during the 30-day poster showing period finds many 
new people from different parts of a market passing each lo- 
cation daily, 

Near-Point-of-Sale Promotion: While other media deliver 
the roaster’s message in the home, outdoor confronts con- 


(Continued on page 28) 





What is outdoor advertising ? 


advertising medium comprises 
7 his 


ov identification signs 


The standardized M1d00O) 


aT main forms: the poste) dnd the painted display. 


medium does not include commercial 


f various sizes And thapes 


THE POSTER (often called a billboard): 1s assembled 
from a number of paper sheets lithographed in color, The 
advertiser buys this service by “showings” Of varIOUs Sizes, O1 
imtensities, containing a Specified number of displays located 

sclentific circulation data so as to cover a 
The “No. 100" showing is standard. Poste) 
copy is changed every 30 days. The poster is the mass cir- 
culation form of the medium, All posters ave standard 
12’ x 25’ overall size, providing service in 15,000 markets. 


on the basis of 
given market. 


», THE PAINTED DISPLAY : is about one-third larger 
than the poster, It is the custom made 
member of the outdoor family, lending itself to many 
variations and adaptations in size and design. The painted 
display is usually augmented by huge cutouts so as to give 
three-dimensional effects, It may carry cutout lettering at 


on the average 


the top, and it ts frequently Uluminated with wwiking lighting 
effects. Painted display copy is changed three times a year. 
The painted display, located at selected poimts of very 
high circulation, carries a high degree of prestige and imsti- 
tutional value. 

Industry Organization: 

1. The “Plant”, or local outdoor operating company, pro- 
vides the poster and painted display service. It owns or 
leases the land on which the structures ave built. The plants 
are represented by a national trade association, the Outdoor 
Advertising Association of America. 

2. Outdoor Advertising Incorporated, the medium's na- 
tional sales organization, is supported by the plants. OAL 
maintains 10 sales offices across the country, and three art 
departments to help in planning outdoor campaigns. OAI 
also conducts advertising, promotion and research programs. 

3. Traffic Audit Bureau is the impartial authority for 
outdoor circulation values. TAB sets up the standards and 
publishes circulation figures for the various markets, which 
advertisers use in planning their campaigns. 
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A typical nursery in the interior 


COLOR 
SIZE 
QUALITY 


CHAMBER United States Representative 





Overseas Community Division 


re) 
COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, WEST AFRICA Circle 5-5780 


Commercial Counselor to the French Embassy 


610 Fifth Avenue, New York 20, N. Y. 
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Stimulus to Iced Coffee sales .. . 


radio makes a summer mark 





By MILES DAVID, Director of Promotion 
Radio Advertising Bureau 
New York, N. Y. 


Phink of 


That was the Pan American Cotfee Bureau’s message to 
consumer during the long, hot summer of 1959, With 


Iced Cottee First 


in investment of $120,000, in a two-month network radio 
campaign, the Bureau estimates that its message reached 
0-million peopl 

During June and July, seven days a week, sweltering 
indoctrinated with the theme. In the 
is probable that the idea struck 


Americans were 
minds of the 


i re 5} ONSIVE 


majority it 
note 
time, incidentally, in which 


The campaign—the first 


the Bureau employe d radio as its sole advertising medium 
had doubl Naturally, the big motive was an 
mn summer cottec But the 


it wanted to pass along to the public 


objective 
sales Bureau also had 
stitutronal aim 


the pro r recipe for a stimulating, satisfying glass ot 


pro} 
1 coltec 
When the 


d coffee advertising campaign in history, it counted on 


Bureau swung into radio with its largest 


quency and cure what it considered a 


ise of split personality among too many con 


repetition to 
[ jul 

sumers- the sad fact that the public laps up hot coffee but 

markedly less keen on the iced variety 

Announcements for the running 25 a day 


th 


Cam} d12n 
Iced 


a catchy jingle coffee really satisfies 
For refreshment at its best think of iced cot 


followed by the voices of such radio pe rsonali 


ties as Bob and Ray, or Fibber McGee and Molly, offering 


orrect methods for brewing a good glass of iced coffee 


One helpful hint aired on the announcements: Freeze 


your leftover morning coffee into ice cubes. Then, when 


coffee for cotfee cubes in 


When the cubes 


not weakened 


reparing iced dinner, use the 


Raid the regulation refrigerator issue 
melt, cott 

A spokesman for Batten, Barton Durstine and Osborn, 
Cottee 


media 


will bi stre nethened, 


wccount advertising agency, explained why the 


Bureau thought it important to put all its eggs 


mto summetl radio 

We feel that summertime radio ts a particularly ef 
fective buy for iced coffee, a summertime product, In VIEW 
of the mediums out-of-home reach. We are not only con 


cerned with the housewife at home, but also with men 
and women using portables at the beach, and in or near 
restaurants which sell iced coffee.” 


The Coffee Bureau was, and is. not unmindful of radio's 
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economy—a fact that doesn’t change in summer, Since 
the Bureau operates under a limited budget, the fact that 
radio can deliver 1,000 families for less than a dollar ts 
still another factor in choosing the sound medium for de- 
livering its “’Think of Iced Coffee First!’ message to 
American consumers. 


markets all over the country, 


Cotfee advertisers,, in 
switch their advertising emphasis to Iced Coffee during 
the summer months, They use the expanded reach of 
their local stations to hit home to housewives with their 
messages on iced coffee. 

Should coffee roasters go on local stations with a cam- 
paign selling iced and regular coffee in summer? Here 
are figures which make radio's superiority stand out. 

Last year, for the first time since 1957, radio reached 
more people than TV For eight straight weeks last 


dominates the airwaves. 


radio Sindlinger and 


summer, 
Co., an independent research firm, measuring all forms 
of radio listening—in cars, on boats and beaches, and in 
home—discovered radio was stealing the play from TV 
during that time. 

Why does radio exceed its year-round high listening 
plateau every summer? For one thing, the medium fits 
into the relaxed style of the seasons, travels in the car, 
goes right along with picnickers and sunbathers. 


Car-radio qualifies as a power in itself. It reaches peak 
importance in summer, when Americans spend most time 
The current Better than 
And, close to 90 of cars leave 


the showroom equipped with radio. 


in their car. car-radio count: 


million. all new 


40.5 
Portables offer still another big plus for the summer ad 


vertiser In the last two years, more than 10-million 


portables were sold. The smaller dimensions of many ot 
these sets make it easier for the 5 million families who 
visit beaches, parks and picnic grounds on an average 
summer day to take a transistor along to brighten the 
outing. That means they'll hear your message. 

Last year, more than 40€¢ of the groups questioned at 
vacation spots by Palse, another independent research 
firm, had portables with them, and more than 70 ot 
those had the radio turned on at the time of questioning. 

While more and more people are listening to summer 


radio, how do other media fare when the hot weather 

arrives ¢ 
Comparing an average week in July to an average week 
(Continued on page 32) 
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TODAY, 
SUPERMARKETS WANT 


TE PSOE + << ner ne 


And now tough, extra-protective liners of new Du Pont ''K’”* 
cellophane keep pre-ground coffee really fresh 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’ll want to stock more 
of your coffee. 


Why “‘K”’ cellophane-lined bags? Be- 
cause new ‘“‘K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshnessand flavor people 
want. ““K” cellophane is tough. Tests 
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prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new “‘K”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
“K” cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


am 


BETTER THIN FOR BETTER LIVING 


KEPT 
FRESH IN 


p---- 
YOURS FREE! 


YOUR 
COR FER 


4-PageBooklet,“ANew ik 
Bag Liner for Coffee’ 


E.. I. du Pont de Nemours & Co 


Inc.) 


Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 


Please send me my free copy of Du Pont's 


booklet 


Name 


“A New Bag Liner for Coffee.” 





Firn 
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Stimulus to Iced Coffee sales .. . 


“the case of the watery brew’ 


7 





By LEWIS W. KING, Director of Sales 


At Detroit’s King Coffee, Inc., a direct, and simple 
juestion Was asked of employees last summer 

Do You Like Iced Coftee 7 

The answers were uncomplicated, but they served to 
make the management sit up and take notice. Of eighty 
five employees only five advised that they really liked Iced 
Coffee: ten drank it occasionally, and four thought that 
they might like it if it were prepared correctly. Sixty 
three definitely disliked it, two did not like coffee in any 
form, one had never even heard of it 

Asked why, the 63 who definitely disliked it said at first 
a few volunteered that they didn’t like 
Yet all but four of these liked 


they didn’t know 
coffee when it grew cold 
Iced Tea 


Does this 


‘when tea grew cold it was different!” 
King Coffee 
iced tea is slow to move in 


make a case for iced tea? 


doesn't think so, because 
Canada and England where they drink hot tea so ex- 
tensively 

One of King Coffee's salesmen said that he doubted if 
there were 10 places in all of Detroit that make iced 
coffee right—a fact which made it understandable why 
more people were not asking for it as a summer drink 

Another took the opposite slant, saying that if more 
people demanded it more restaurants would make and 
serve it properly 

They both had something! 

That's when Bill Taglione, a senior route salesman, 

Bill thinks, “the de 


licious and refreshing taste of a glass of iced coffee is 


sat down and wrote the following 


something the eating public in the Detroit area very 
seldom is allowed to enjoy, This a direct 
result of a poor selling and educational job done by the 
In order 


Situation 1s 


roasters and their selling personnel in the field 
to sustain this statement let us look at “why” the resistance 
to iced coffec 

The most important factor in presenting food to the 
public is that it be prepared and served with quality ingredi- 
ents and i the proper This is one outstanding 


restaurateur in 


manner. 
Detroit is 
In the few places w here iced 


faced with poor 


reason. the 
acceptance of iced cottec 
coffee is offered it will usually be a diluted and unsavory 
imitation of the real beverage, made by drawing hot 
regular strength coffee into a glass of ice which amounts 
to nothing more than drinking cold watered down coffee 
Is it any wonder that we have poor acceptance for iced 
coffee in Detroit? The people in our industry have a big 
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King Coffee, Inc., 
Detroit, Mich. 


job to do in educating the restaurateur in serving properly 
prepared iced coffee beverages. Then, and only then, 
can the restaurateur’s retort that the public in this area 
does not desire iced coffee be proved wrong. 

‘The industry must be ready with a few simple figures 
to show that iced coffee can be a profitable beverage to 
serve since many restaurant operators now feel it is a 
very low profit item. We all know, in this day of high 
cost that an item offered for sale must show its ability 
to return an acceptable profit. Prove that iced cottee 
can be profitable and you've taken a step towards bring- 
ing the public a desirable beverage, and increasing coffee 
consumption, 

“Last but not least, when iced coffee is offered on the 
menu it must not be lost there. The restaurateur must 
be induced to dramatize and glamorize the beverage so that 
a desire to taste it will be created. 

“When 1. Proper preparation; 2. Profitability; 3. Mer- 
chandising; are sold to the restaurateur, public acceptance 
of iced coffee in this area is sure to follow as it has in 
many other areas of the nation.” 

Taglione indicates that Detroit restaurateurs are not 
yet receptive to the suggestion of putting out real iced 
coffee—they're not quite ready to be sold. 

What happened to the King Coffee, Inc., iced coffee 
promotion last summer! Did it fall flat on its face, or 
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Arthur Anisansel named NCA chairman; 
Jack Durland, vice-chairman 


Arthur A. Anisansel, of Imperial Commodities Corp., 
New York, was elected chairman of the National Coffee 
Association at the closing session of the 49th annual con- 
vention, held last month at Boca Raton, Fla. 

The roster of new officers was rounded out by the 
appointment of Jack R. Durland, of Cain's Coffee Co., 
Oklahoma City, as vice-chairman, David G. Platter, of 
Red Oul Stores was named treasurer. 

CorFEE & TEA INDusTRIES’ full report on the conven- 
tion, its business sessions, and its social activities, in word 
and picture, will be on its way to you shortly, in an in- 


formative March issue. 





TEA INDUSTRIES and The Flavor Field 








ICED COFFEE CAMPAIGN ’60 
so MAXWELL( HOUSE: .. 


Maxwell House, Instant Maxwell House, Sanka, Instant Sanka, Yuban and Instant Yuban Coffees 
MAXWELL HOUSE DIVISION OF GENERAL FOODS CORPORATION 
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The coffee industry is beginning to make 


preparations for the Iced Coffee campaign. 


More and more U.S. packers will find 
that Guatemalan coffees in their blends 


will enhance their flavor for iced 


coffee .. . as for hot coffee. #8 ; 
OHMMEemdtt 


aide 111 Wall Street 

New York 5, N. Y. 
Telephone: 

BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 


to Guatemalans, today. 


Have you ordered your copy of Bulletin #5? If 
not, write for it today — it’s free for the asking. 





how the percolator 


got its “perc’ 





For nearly a century, the most popular coffee-making 
device in the United States has been the percolator—the 
coffee pot currently used by 60¢¢ of all coffee loving 
families in the country. 

How did the percolator begin? How did it reach its 
popularity here? 

Key facts in the history of this coffee-maker were re- 
viewed recently by the Coffee Newsletter, published for 
food editors by the Pan-American Coffee Bureau. 

Before we can know anything about the percolator’s past, 
we must answer still another question. Exactly what does 
percolate mean. Surprisingly, what we may fhiné it means 
is not necessarily what Webster's Collegiate dictionary says. 
According to that source, percolate means “to cause to pass 
through interstices as of a porous substance; to filter. Spe- 
cifically to cause hot water to filter through coffee to extract 
And that’s all! 

“To filter” seems to be a mighty quiet definition of a verb 
that, in our modern vocabulary, is usually fraught with 
activity. But once the percolator’s genealogy is traced, it 
becomes apparent how the discrepancy came about. 


its essence.” 


It all began in an era when it was the vogue among in- 
ventors to improve the humble coffee pot. In the case of 
the percolator, there were so many improvements that, after 
a while, it became a new and totally different creature. The 
fact is that what was first called a percolator was really 
a simple drip pot without any pumping action. But, after 











Count Rumford's percolator—really a drip pot, invented about 
1806. The rod in the center, not a pumping tube, is a handle 
for the coffee compressor. Hot water in jacket keeps coffee hot. 
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A percolator dating 
from about 1820, in 
old Paris. Coffee is 
placed in the glass. 
Water in the porce- 
lain bowl is heated 
by the alcohol burn- 
er. The pipe siphons 
the water into the 
coffee bowl, and 
back again. Coffee 
is served through the 
bronze spigot. 


a long series of patents, it emerged as the lively, bubbling 
percolator we know today. 

The first percolator was invented by a Frenchman named 
Jean Baptiste De Belloy in 1800—800 years after coffee 
was first discovered as a beverage. In reality, this was the 
first drip pot and employed the method of percolation just 
as Webster defines it. It followed the principle of having 
boiling water filter through ground coffee held in sus- 
pension by a perforated metal or porcelain grid. 

Brillat-Savarin, the immortal gastronomist, had this to 
say of the new invention: “I have tried, in the course of 
time, all methods. Of all those which have been suggested 
to me up to today (1825), and with full knowledge of the 
matter in hand, I prefer the De Belloy method . . . I have 
attempted to make coffee in a boiler at high pressure, but 
I have had as a result a coffee full of extracts and bitter- 
ness which would scrape the throat of a Cossack.” 

Although the De Belloy percolator was never patented, 
it furnished inspiration for hundreds of other inventors 
in France, England and the United States. Among those 
who used it as a model was Count Rumford, an exiled 
American Tory and British scientist who lived in Paris. He, 
rather than DeBelloy, is generally credited with inventing 
the first percolator because, in addition to being a mechanical 
genius, he was—to put it mildly fond of publicity. 

The Count was born as Benjamin Thompson in Woburn, 
Massachusetts in 1753. He started as a storekeeper in 
Salem, but soon launched a career so colorful that it still 
keeps historians buzzing. The fact is he did everything 
from betraying his country, to discovering the caloric theory 
of heat, to becoming a Count of the Holy Roman Empire. 

Nevertheless, the Rumford percolator was an improve- 
ment on the De Belloy pot, in that it compressed the coffee 
in a filter compartment, preventing it from being agitated 
page 34) 
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iced coffee promotions grow in number 
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special strong coffee. Restaurants don't want to go to 
the extra trouble.” 

A regional roaster suggested, “Get the restaurateur sold 
on the benefits fo Aim of real iced coffee vs. regular coffee 
diluted with ice cubes!” 

It was summed up by the regional roaster who com- 
mented, “Find an easier way to make it.” 

Another aspect of the brewing problem was pointed up 
by the roaster who ran iced coffee samplings in food stores: 
“Results showed a heavy percentage of consumers liked iced 
coffee only with plenty of sugar and cream.” 

One respondent suggested promoting the idea of iced 
coffee with ice cream, as a natural tie-in which makes for 
a wonderful beverage. 

Replies to the 1959 survey came from a cross-section of 
United States coffee roasters. 

Among those promoting iced coffee last year, the larg- 
est single segment sold both to food stores and restau- 
rants. About 27° were in the grocery market only, and 
another 30¢¢ were exclusively in the restaurant field. A 
scattering of wagon route companies made up most of the 
balance. 

The pattern was sharply different for respondents who 
did not promote iced coffee last year, Roasters selling 
both food stores and restaurants accounted for 51% 
of this group. Those catering to restaurants represented 
24%. Companies selling only to food stores accounted 
for 8%. Here, wagon route companies bulked heavily. 
They made up 17¢ of the respondents who did not pro- 
mote iced coftee. 

Given a strong industry-level iced coffee campa‘gn, 
equal to or better than last year, it appears that more 
roasters will be trying harder than ever to tap the iced 
coffee potential, to knock out coffee's $100,000,000 sum- 


mer sales slump. 
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Here's the way the Big Apple Store in Doraville, Georgia tied in 
Betty Crocker's treat-of-the-week promotion with a successful in- 
store display featuring ‘Around the Clock’ instant coffee. 
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You Grinds on formula EQUIPMENT 
can Production on schedule ENGINEERING 


Cc 
have all Costs at a minimum oe 


Ray-Nox Coffee Roasters 
and ideal Coolers 


with Gump Coffee Granulizers 


Grinds from Gump Granulizers have the consistent uniformity, the 
clean-cut appearance—the aroma and flavor—that help build coffee 


sales. Infinite roll setting adjustments make it easy to meet and con- 
sistently duplicate customers’ requirements for fine, drip and regular 
grinds. 

Mechanically, Granulizers operate smoothly and economically. 
Rugged design and construction keep production on schedule day after 
day, in single or multiple shifts, for years. 

And—users gain the long term savings of the Gump Exchange 
Head Service. Because the charge for this Service is so reasonable and 
includes the replacement cost of parts as required (including cutting 
rolls) the long term savings are substantial. 

Be sure you get all three — grinds on formula, production on 
schedule, and lowest long term costs. For your next grinding equip- 
ment expansion or replacement requirement, specify Gump Coffee 
Granulizers. Complete information on request—and without obligation. 


.F. Gump Co. Ba i louse: 


Engineers and Manufacturers since 1872 


Write for literature on 
Gump Coffee Plant Equipment 
1312 SOUTH CICERO AVENUE e CHICAGO 50, ILLINOIS 
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® 
BRISK FLAVOR! First, drinking Lipton tea EXCLUSIVE “FLO-THRU” TEA BAG! 
relaxes you. Then, its wonderfully brisk flavor picks The tea bag that lets a// the wonderful, brisk 
you up... without keying you up! Lipton flavor come through for you to enjoy! 


Answer: Lipton, of course! 
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what’s needed in p.o.p. advertising 








“five magic words can help you set a productive marketing course” 


By VAL S. BAUMAN, Vice President 





What does the food store want from your po nl-of-pur- 
The clearer the answers, the more you take 
itore thinking into account, the greater will be the volume 


chase material? 


you move through these outlets. 

Here are some cogent answers, by a food store executive. 
These highlights are from a presentation at the Point-of- 
Purchase Advertising Institute. 





At the outset, I would like to make this one point clear. 
The salesman with an ad makes us glad... but we reall) 
love the man with the plan. The ad, in our opinion, is only 
part of the plan, because any plan to promote productively 
must include all important media in advertising. One of 
the most important media to us is that one which we can 
see as it sells—the point-of-purchase advertising that pro- 
duces the big pay-off at the point-of-sale in our stores. 

I can best tell you about point-of-purchase advertising, 
by including the other important components of adver- 
tising and selling in this modern merchandising age. 

After 29 years in food merchandising, I have come to the 
conclusion that there are five progressive operations summed 
up in the one word, marketing. The five magic words in 
marketing are: 1. Mangament; 2. Manufacturing; 3. Mer- 
chandising; 4. Manipulation; 5. Motivation; The first two 
you are already familiar with and there are many ap- 
plications of the third, merchandising. but four and _ five, 
manipulation and motivation are still comparatively new, 
as applied to everyday selling, and all are necessary to suc- 
cessful marketing! 

Now we come to the less tangible of the five magic 
words in marketing. These, while just as concrete as man- 
agement and manufacturing, nevertheless are more difficult 
to put your finger on—impossible to build with paper and 
ink or brick and mortar—rarely found in a parts catalogue 
or a food machinery directory. They are merchandising, 
manipulation, motivation. 

These words are the road signs to guide you towards your 
sales targets in the future in this age of intense competition 
for the goodwill of your customers and the consumer's dollar. 

The biggest, most inclusive word is merchandising. 

On occasion, we are asked, “What does a supermarket 
operator expect from a manufacturer in connection with 
cooperative advertising ?”’ The answer we give, ‘The world 
with a fence around it!” 

Naturally, supermarket operators expect all the cooperation 
in the world, and there is no limit to how much cooperation 
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National Tea Co. 


they will accept. Realistically, we expect you to pay your 
way. We offer stores that are beginning to look like 
palaces, costing from a quarter to a half-million dollars 
each, and we offer attractive display fixtures with which to 
show off your products. 

Food and grocery manufacturers are quite willing to 
spend considerable sums of money for advertising their 
products nationally and locally. Last year, the 50 biggest 
advertisers in the food manufacturing field spent a total 
of $550,000,000 in consumer advertising. This is perfectly 
in order. We are in favor of all the national advertising a 
manufacturer can stand, but we believe they should save a 
fraction of the total advertising and promotion budget to 
help the retail store operator sell their products, where the 
decision to buy is made—at the point-of-sale. 

It all goes back to the old story: You tell the consumers 
what your product is, what it will do for them, show them 
what it looks like—and we'll tell them what the price is 
and where to buy it. But, for the sake of success, give us a 
little cooperation to help us do our part of the job! Don't 
leave it all to your national advertising, because in the final 
analysis, cooperative advertising at the point-of-sale is the 
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"THIS SHOULD MAKE THEIR RARE BLEND EVEN RARER.” 
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A Coffee and Tea Industries “Fact-Reference” Feature 


the trend to fleet leasing 








here’s how it is affecting the coffee and tea industry 


By A. J. SCHOEN, Vice President 
Four Wheels, Inc., Chicago 


Q. How much auto fleet leasing 1s done im the coffee and 
1 mdustry 
A. At the end of July, 1959, there were 240,000 cars in 
leased auto fleets used by all industry. Of that number, about 
2,200 were in leased fleets used by coffee and tea packers 
distributors for their 
Another 1,600 cars 


company . 


and 
salesmen 
field are 
still 


owned by 


in this 
another 3,- 
individual 


owned, and 
1O0O are 
salesmen and used for com 
pany business 

In the coffee and tea fields, 
there are two Major reasons 
why packers and distributors 
lease their cars. The first big 


reason is the desire to pre- 

serve liquid working capital 

for use in the business. The 

typical coffee and tea packer and distributor has a current 
ratio (ratio of current assets to current debt) of about 2.8- 
to-l. This current ratio would normally be adequate to run 
a business, except that this same typical company has in- 
ventory equal to about 100% of its working capital. Hold- 
ing on to liquid cash, therefore, is a “must” for most com- 
panies in this field. Leasing of company car fleets (instead 
of buying) is one way in which liquid capital can be re 
tained. Using salesmen-owned cars is another way. 

Second, many coffee and tea companies have found 
that a leased fleet presents fewer headaches in supervision, 
operation and sale of used cars than does a company fleet. In 
addition, depending on mileage and allowances, a leased fleet 
is usually (but not always) cheaper to operate than salesmen 
owned cars, and more efficient 

Q. What {ypes of autos are leased? 

A. All types Most leased auto fleets are low-priced cars 
for salesmen, higher-priced for executives. Some companies 
lease station wagons. There ts no restriction as to make, 
model or optional equipment. 

Q. Why has auto fleet leasing grown so rapidly? 

A. Auto fleet leasing came into the picture before World 
War II. Large packers and distributors found that they could 
use their own capital to better advantage in production, so 
instead of buying their auto fleets, they leased them. After 
the war, medium-sized and smaller companies found the 
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same advantage to be true. What precisely is this advantage? 

Net profits on net working capital in the coffee and tea 
industries today averaged around 199% before taxes. If a 
packer buys an auto fleet (say 20 cars) costing $40,000, 
this money is taken out of its working capital, which earns 
19% before taxes. Such profits would be sacrificed by freez- 
ing the capital in an auto fleet. By leasing its fleet instead 
of buying, and leaving this working capital in the business, 
this company would be far ahead in net profits after taxes 
at the end of the lease period. 

Coffee and tea companies can estimate the cost of using 
their own capital for purchasing a fleet by examining the 
rate of profit they earn on their working capital in their own 
businesses. In this industry, for example, the average before- 
fax net profit on net working capital is 199%—before Uncle 
Sam takes his slice. In other words, the ‘‘cost”’ of purchasing 
a fleet with a company’s own capital would be (on the 
average) 19% of the amount invested in autos per year. 

On a $40,000 fleet, the ‘cost’? would be $7,600 the first 
year, less (because of depreciation) the second year. That 
$7,600 is the amount of net profit before taxes which a 
coffee and tea company would forego if it pulled $40,000 
out of current operations and froze the cash in fixed assets. 
This sum is part of the true cost of company-owned fleet 
operation. 

If you compare earnings of coffee and tea companies of 
the same size and sales volume—one company using a leased 
fleet of 20 cars on two-year lease, the other using a com- 
pany-owned fleet of 20 cars—the company with a leased fleet 
would be $10,000 in profits ahead of the second company 
using a company-owned fleet. This $10,000 would be cumu- 
lative after-tax net profit at the end of two years. 

(An objective analysis of the different methods of fleet 
acquisition has been developed by the Foundation for Man- 
agement Research. It is entitled: “Advantages and Disadvan- 
tages of Auto Fleet Leasing: A Comparison of Company 
Ownership, Salesman Ownership, and Leasing.” Single free 
copies may be obtained by writing to the Foundation at 121 
West Adams Street, Chicago 3, Illinois.) 

Q. How does auto fleet leasing work? 

A. There are two basic types of auto fleet leasing plans: 
the finance (equipment trust) lease and the maintenance 
(fixed-cost) lease. 

The finance lease: In this plan, Wheels, Inc., for example 
provides the auto fleet at special low fleet prices, delivers 

(Continued on page 38) 
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5 important steps in our service to the 
Tea Trade 





OLD SLIP 


Warehouse, Inc. 











Tea Storage 








Blending 











Reconditioning 








Repacking 








Tea Packaging for the Trade 





ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 














the argument for outdoor advertising of individual markets or markets in combination, It’s 
intensity can be patterned to meet individual market 


sales problems and distribution patterns. Showings can 
be concentrated on specific retail-outlet types without 
waste or ‘'spill-over” circulation, Roasters can time their 


(Continued from pas 14) 





sumers with unique time-and-context’’ — impact—when 
they re (1) on their way to shop, (2) outside their homes 


with leisure to shop, and (3) in a mood ripe for shopping 


messages to the season or split showings for simultaneous 
hot and iced coffee promotions. 

A good outdoor showing influences retailers to give the 
roaster’s brand the shelf space it deserves, thus strengthen- 
ing the brand's position on the firing line where ‘the 


This 1s advertising in the right co/text 
The right time for advertising, of course, is when con 
sumers are near the point of sale, when the outdoor ad el eae is” is k f 
yattle of the brands”’ is being fought. 
becomes a last-word message before they enter the store : 5 & 


[his service, which no other major medium provides Low Cost: In this era of intense competition, advancing 


distribution costs and slimmer profits, economy, or the 


motivates impulse buying e ¢ 
lowered cost per unit of sale, is another major considera- 
Near point-of-sale promotion, smart merchandisers 
tion for roasters 
yree, has a tremendous potential. Outdoor is paramount 
in pre-selling brand name and package by showing the Outdoor's exposure opportunities are calibrated in pen- 
nies per thousand circulation. The average national cost 


product just as it appears on retail shelves. For roasters, ; 
per thousand is 25 cents. Urban markets of high density 


| 
fighting for shelf display space and brand identity, out- 


loor provides a suitable “showcase in the market place” circulation are less, Thus, outdoor'’s cost per thousand 


where they can control brand name and package display at €Xposures ts lower than that of any other major medium. 
Many merchandising forecasters foresee for national 

advertising a new role of “backdrop” for local, regional 

and sectional advertising concentrations, with advertisers 


concentrating on specific markets for “special cultivation.” 


or near points of sale and simulate window-shelt displays 
throughout a market 

Selective Market Concentration: Dominating roasters’ 
advertising thinking is the need to concentrate in markets 


offering greatest sales potentials Outdoor messages work quickly for coffee roasters due 


As already noted, outdoor enables roasters to cultivate to their size, color, package-identification and thirst-appeal 

specific markets with advertisements located as close to — factors. 

points of purchase as possible It offers simultaneous Size Huge size dramatizes roasters’ packages, brand 
9e O - 5 } wu -S$e 

coverage of America’s 15,000 markets, regional-sectional, — james. trademarks and slogans. 


state-by-state, county-by-county or city-by city, or coverage (Continued on page 30) 





Test Our Instant Coffee 
highest and See for Yourself! 


quality 


The secret of the success of East Coast Private 
PRI \ TAT E Brand Coffee is this: only full roasted sweet drink- 

ing coffees are used, in a full flavored and aromatic 
blend. It’s rich, heavy bodied, fragrant. Extra 


BRAND long ia life is assured by removing all fats 
and oils. 
COFFEES 


lawent prices 


Send for your sample today and see why 
East Coast Coffees outsell other private 


brands, even those selling at much higher 
prices. Quality counts. COFFEE 
601 West 26th St., New York 1, N. Y. 


Tel: BOwling Green 9-0050 Cable Address: NATHORCOF, N. Y. 
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the argument for outdoor advertising 


(Continued from page 4) 





vger-than-life full color create a favorable 


cooling refreshment, flavorsome appeal 


Color By 
product 
ind appetizing zest obtainable from a glass of iced coffee 
Modern lithographic colors of realism and brilliance, in 
luding activated Day-Glo, attract attention to and create 
When consumers 


MmMape 


atification for the roaster’s brand. 
an recognize his package immediately, his product's al 
half sold 
Time-Saving Brevity 
move, the roaster's outdoor message “talks” quickly and 
clearly, Message brevity and simplicity, carefully balanced 
with telling art and a simple idea, convey an instantaneous 


ready 


Because his audience its on the 


impression, assuring quick and easy delivery of the mes- 
A big colorful 
few words can win approval and clinch a 
Outdoor meshes with social 


save in a matter of six or seven seconds. 


icture and al 


| 
sale even subconsciously 
economic trends, such as public demand for time and 
labor-saving factors in advertising, the same convenience 
people expect from new products 

The outdoor message has longevity and high readership 
Posters are up for a month, bulletins for longer periods 
Under the Rotary Plan, bulletin cut-out display units are 
rotated every 30, 60 or 90 days until all high-traffic loca 
are covered 

Daniel Staff's “Continuing Study 
shows outdoor's readership is very that 


per cent of all males and females 10 years old and over, 


rons in a market 


research 


Starch and 


over 82 


high 


in all geographic areas and in various-sized markets, re- 
member current national posters in a single 30-day period. 
Repetition: TAB, researching the results of poster show- 
ings in Cedar Rapids, found that over 93 per cent of the 
residents were exposed to the posted message an average of 
21 times. Exposure frequencies increased daily during the 
showing. Outdoor’s day-and-night continuity, its delivery 
of message reptition (‘the keystone of advertising effec- 
tiveness’), make it unique among advertising media. 
Repetition means high-level readership, forceful consumer 


impressions. A good example ts found in the soft drink 





RF Something brewing in Japan 


The Associated Press reports that Japan, a traditional 
consumer of green tea, is slowly taking to drinking 
coffee. The All-Japan Coffee Federation reports that 
270,000,000 yen ($750,000) worth of coffee is brew- 
ed daily in some 90,000 coffee shops throughout the 


nation. 





where iced beverages are promoted vigorously in outdoor. 
Research shows that, during the first half of 1959, posters 
advertising Coca-Cola outscored all other posters. 

Roasters are doing an excellent job promoting hot cotfee 
as a year-round beverage. Equally successful results await 
the promot'on of iced coffee through outdoor. 


THE GREAT ATLANTIC & PACIFIC TEA CO., INC. 


FOOD MERCHANT SINCE 1859 


AMERICA’S DEPENDABLE 


IMPORTERS, ROASTERS, RETAILERS OF FINE COFFEE 
REPRESENTED IN 


BRAZIL AND COLOMBIA 


BY THE 


AMERICAN COFFEE CORPORATION 


COFFEE & 


TEA INDUSTRIES and The Flavor 








In the business of selling coffee the “Gimmick” is a 
treasured thought—an idea of sufficient intrinsic glamor 
to overshadow the excitement of cash incentives. Such 
ideas are few and far between. Still, they are useful, and 
as the recent Schilling circus “gimmick” proved, one good 
idea is still the salesman’s most effective tool. 

Schilling’s circus originated in the fertile mind of Nick 
Montano, coffee division manager. Since selling coffee is 
figuratively a circus, Montano asked himself, “Why not 
make it a fact? Why not bring the excitement and color 
of a real circus to weekend grocery store sales?” 

Setting out to find what could be done in this direction, 
Montano discovered a small, northern California circus 
operator, named Ringling Richards. Together the two 
men planned a presentation for store buyers. Response 
was immediate, and as the initial bookings were made Mon- 
tano knew that he had discovered the perfect “gimmick” 

The tirst Schilling circus took place during the anniver- 
sary sale of Vern’s Market in Oakland, Calif., on February 
14, 1959. In the weeks that followed dealer and public 
reaction was overwhelming. Store after store (for the 
most part chains and large independents) called to in 
quire about open dates. By March Ist, the Schilling 
Circus was booked solid through the summer. 

Within a month, reports were pouring in from shopping 
centers where the circus had performed. Not only super- 
markets, but other shopping center stores reported volume 
increases as high as 35-percent during the weekend shows 
Schilling Coffee averaged sales increases of 30-percent and 
more. 

This year will see the circus greatly expanded. And, 
needless to Say, Schilling 1S looking forward to the 
greatest coffee sales-year in the history of the firm. 


Free elephant ride for the kiddies was a 
feature of each performance. Watchful 
parents, meanwhile, were not allowed to 
forget Schilling coffee, as sign indicates. 


aa) 


ak 
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"An elephant never forgets .. .'' was standard 
show theme. Here she holds aloft a two 
pound can of Schilling coffee for spectators. 





“the case of the watery brew” 





What did 


cottee acceptance 


Ac | romotion cover ? 


From past experience King knew the difficulty of sell 


ng restaurants on making up double strength coffee 


Resistance included such excuses as time, expense, skepti 


ism, lack of request girls won't serve it, too much 


trouble, not enough profit, et So, the problem was 
ipproached from another angle 

Instead of to brew double 
strength coftec 
ible amount of coffee from his regular morning supply 


In this 


asking the restaurateur 


salesmen asked him to draw off a reason 
ind set it aside to cool for the luncheon crowd. 
way the ice dilution is not as great, making the product 
lar more acceptable 
King 


Two ( ool 


In addition salesmen passed out copies of a pro 


flyer Ideas’. to customers on their 
route In this, the 
handle Iced Coffee 


even suyyvestions on price 


motional 
restaurateur was advised on how to 
the type of container he should use, 
He was told how to serve the 
beve rape 
additional 
mocha shake 


And suggestions were given on how to handle 


two cottec beverages a mocha float, and, a 


Several routes reported interest in the ice cream float 


dea. But, there was still too little interest 


So, in the July issue of the Michigan Restaurateur, the 


tute restaurant magazine which goes to Michigan Restau- 


os 4 


COFFEE 
CARGO 
ON THE GO 


A 


rant Association members and all leading dining spots in 
the state, we ran two ads, a front cover picture and an 
article on Iced Coffee. 

What did all of this activity do for us, Frankly, we 
don't know, but perhaps there is a chance we have laid 
The secret, we are sure, 
lies in promotion, and then some more promotion. And, 
we think that association groups could help the individual 


the groundwork for 1960 sales. 


roaster with more, and better, four-color iced coffee dis- 
play material furnished at cost. 

We think that the restaurateur should be shown that the 
Coffee industry thinks well of iced coffee, too. While 
we're at it we think that such a campaign might help us 


to sell our own employees.” 


“radio makes a summer mark" 


(Continued from page 16) 





in February here's what happens to the number of hours 
people are exposed to various media: 
Radio Up 89,000,000 homes 
TV ... Down 652,000,000 homes 
22,000,000 homes 
1,000,000 homes 


Newspapers Down 


Magazines Down 


Just as radio adds considerably to the enjoyment of a 
day outdoors, so too does the medium offer coffee sellers 
a chance to reach prospects when they are relaxed, and, 
1959's “Think of 


in a receptive frame of mind. Swmmer 


Iced Coffee First” campaign proved its value. 


ag 


African coffee imports by the U. S. 
increased 1300% in the past ten years. A 
substantial amount of this increased tonnage 
is being shipped aboard Farrell Liners. 
Farrell is uniquely experienced to handle 
your coffee and tea cargoes—from its 
specially developed loading and stowing 
system to scientific ventilation and humidity 
control, to at-sea inspection by 

experts. You can rely on Farrell, / 

the only regularly scheduled 

line linking the U.S. with —" 


all three African ocean comets, _ hy A 
FARRELL LINES 


INCORPORATED 
A major fleet under the American 


Flag, developing African trade 
exclusively for over 35 years. 


26 Beaver Street 
New York 4, N. Y. 
Whitehall 4-7460 
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” " STS, 


FAST DEPENDABLE DELIVERY . 


... of your mild coffees 
to United States markets .. . rely on 


= || UNITED FRUIT 
=. .i = COMPANY 


; Regular Sailings between ¢ 
named for Coffee and Tea Industries 
COFFEE AND TEA INDUSTRIES has named John J. Decker, GUATEMALA * NICARAGUA 


editor, and Frank T. Biancamano, as advertising manager. % EL SALVADOR « COSTA RICA + HONDURAS 
Mr. Decker assumes the post of editor on the 83-year old , 
publication effective with the February issue. He joins the 
staff after long association with the McGraw-Hill Publish- 1 WEW YORK e NEW ORLEANS ¢ HOUSTON 
ing Co., of New York, where he had served as associate ; 
editor of ELECTRICAL MERCHANDISING and, earlier, in vari- 
ous capacities on other trade papers of that organization. 
Born in Goshen, N. Y., Mr. Decker's schooling was in NEW YORK: 
New York City where he attended High School and Colum- Pier 8, Werth River 
; : ees : : : NEW ORLEANS: 
bia University. His army experience during World War II 321 St. Charles Ave. 
included service in European theatre headquarter’s units and 
with the army's Psychological Warfare Section, Mr. Deck- 
er resides with his wife and three children in Allendale, 
New Jersey. 


New editor, advertising manager 





Mr. Biancamano’s appointment also is effective with the 
February issue. He comes to COFFEE AND TEA INDUSTRIES 
from the Hare Publishing Co., of New York, where he _—— 
represented “LUGGAGE AND LEATHER GOODS’ and ‘HAND- Bs 5 SCHAEFER 
BAGS AND ACCESSORIES” magazines. Mr. Biancamano had A 
also been associated with Bill Brothers Publishing Corp. 


A native New Yorker, Biancamano is a graduate of 
: 8g 


New York University, and a graduate student of City 7 KLAUSSMANN 


College of New York. A World War II Navy veteran, 
Biancamano resides with his wife and child in New York 
City. 


Co., Inc. 


Tea Center makes progress; 


preview party planned 


Opening of the Tea Center, orig.nally planned for January nT 
of this year, is now scheduled for late in May. 

When the original schedule of completion was set up 
it was anticipated that possession of the building would 
be taken in February of last year. Actual possession was 
not taken until ph Ariba and a work on (Coffee Importers and Agents 
alterations did not commence until that time. Work is 
presently proceeding on schedule. 

The new timetable for opening of the Tea Center coin- 
cides with the date normally set for the Tea Association's 
mid-year meeting. Because of this, the Association's board 
of directors have unanimously voted to forego this year’s 
mid-year affair in favor of a Trade Day Review Party to 


be held at the Tea Center. Personal invitations will be e 99 WALL STREET, NEW YORK 5, NEW YORK 


sent as soon as the May completion date has been defi- 
nately arrived at. 
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See Citic. For 


GLASSINE LINED 


Coffee Bags 


Made RIGHT! ) Priced RIGHT! 


SOSH EC CHESS EESESESESE eeeeeeeeee Coeeeseeeese 


You will find ATLANTIC 
to be a sure, safe, de- 
pendable source for fine 
Coffee Bags—plain, stock 
design or private design. 
May we send samples 
and quote on your 
requirements? 


COFFEE BAG CO.m 


220 KOSCIUSKO ST. - BROOKLYN 16,N. Y. 


“how the percolator got its perc” 


(Continued from page 21) 





by the water. His thvention, perfected in Paris about 1806, 
was introduced to London in 1812 along with his lengthy 
and eloquent essay, "The Excellent Qualities of Coffee and 
the Art of Making it in the Highest Perfection.” 

After De Belloy and Rumford, there were many perco- 
lator refinements, most of them made by Frenchmen. Soon 
a variety of percolators—or French drip pots—were in use 
throughout Europe. Then along came several men who 
were responsible for the “new” percolator. Their objective 
was to heat the water and brew the coffee all in one oper- 


ation. 


In 1819, a Frenchman named Laurens was granted the 
first patent on a pumping percolator, a device in which the 
water was lifted by steam pressure through an exterior tube 
from which it slowly dripped over the coffee. 

In 1827, the first practical pumping percolator was in- 
vented by Jacques-Augustin Gandais, a Paris jewelry manu- 
facturer. In his percolator, the water was raised through 
the handle and sprayed over the ground coffee one time 
only and could not be recirculated. 

Finally, in the same year, Nicholas Felix Durant patented 
a percolator equipped with an inner tube to raise the boiling 
water and spray it repeatedly over the coffee. It was 








PHOTO- 
ELECTRIC 
MACHINE 


LEXS 


especially designed for 
COLOR SORTING GREEN COFFEE 


May be observed in operation beginning 
March 1 


Riensch & Held Colombiana Ltda. 
Att. Sr. Alfredo Justus 
Carrera 21 #13-25 


BOGOTA, COLOMBIA 
Apartado Aereo 68-37 








WF The coffee break—going up in price... 


. only eight years ago it is estimated that 65 per- 
cent of all the restaurants in the United States were 
still serving a nickel cup of coffee. Today a die- 
hard 4 percent still do. And, of the rest, 83 per- 
cent now charge ten cents, the others, seven cents, 


twelve cents and more. 





Monsieur Durant who, at long last, gave the percolator 
its “‘perk.”’ 
Inevitably, the pumping percolator found its way to 


the United States and apparently caused a minor sensation 
| along the eastern seaboard. However, it was not until 1876 


that New Englander John Bowman brought out an Ameri- 
can pumping percolator, the first domestic coffee pot to 
win real admiration among homemakers here, 

The percolator is the result of men’s efforts over a long 
span of time, and it is still the inspiration of inventors 
who seek to improve it. In 1959, much attention is being 
given to the automatic percolator. This obviously repre- 
sents progress from the percolator’s beginnings, 160 years 
ago, when it was a drip pot—a percolator in the calm, 
filtermg sense of the word. 

Yet, as with most advancement, something has been lost. 
After all, the bubbling, back-of-the-stove percolator offers 
a real challenge. It requires a watchful eye, a sense of tim- 
ing and sometimes nerves of steel to attain a perfect brew. 
There is a sense of pride and achievement when the rich, 
fragrant coffee streams into the cup. It is hoped that, as 
progress continues, the personality of the percolator will not 
disappear altogether. 


COFFEE & TEA INDUSTRIES and The Flevor Field 





what's needed in p.o.p. advertising 


(Continued from page 25) 





best insurance your national advertising dollar ever had! 

Of course, food and grocery products do in themselves 
require a certain amount of display space—even on the reg- 
ular shelving in the store. To our way of thinking, most 
of the products sold in our stores are always on display. 
Therefore, I am assuming that when extra displays or pro- 
motions are asked for, your industry is referring to what 
we call “off-location’” displays—that is, displays built at 
the end of our islands, near our windows at the front of the 
stores, in our aisles, or elsewhere. 

In this regard, I would like to point out that we handle 
about 5,000 items, and we have only 10 or 15 display 
positions in the average store, so that by utilizing all our 
display space on a weekly turnover basis, we can still not 
hope to display more than 109% of the total items we handle 
in any given year. 

Reducing this by repetition, because some iicms are not 
changed every week, you can readily appreciate that extra 
displays are something to be allocated, and therefore you 
cannot expect too many. Although you will find our in- 
dustry generally willing to cooperate whenever you do have 
a good and logical reason for an extra display, we still 
believe that customers like to find merchandise displayed in 
its own department. 

Therefore, a request for an off-location display or for ex- 
pansion from the regular shelf space should be accompanied 


stainless steel FAUCET 


New Snap-On Diaphram 

New Shur-Lok Lockring 

No-Drip Shut Off 

Fast Flow 

No Tools Required 

THE STANDARD OF THE INDUSTRY 


by a spectacular promotion or special sales event. Then 
you will find special point-of-purchase displays much easier 
to arrange with the food store operators. 

Point-of-sale material is often effective in getting extra 
spot displays. I believe the retailer's interest in setting up 
special displays and promotions is almost always guided by 
the kind and volume of point-of-sale display material you 
are making available. If the material does a good related- 
item selling job and helps to promote other items in the 
store, naturally, the retailer is going to be more interested. 

Many manufacturers are using what they call spectacular 
display material, which is more elaborate and developed 
on a higher scale, to fit in with modern store surroundings. 
Many of these displays are animated, or offer some other 
incentive to encourage the retail store operators to use them. 

Spectacular display materials, or storewide trims, as well 
as window posters and exterior banners, are quite often used 
in support of manufacturer's products by our company. I 
believe most retailers look to this kind of assistance at the 
point-of-sale, to add excitement and interest in their stores, 
to get away from day-to-day monotony. 

You can expect cooperation from the retailer to about the 
same degree that you become enthusiastic over the point- 
of sale advertising medium yourselves. The value received 
in actual results by you will largely depend upon how much 
thought and how much money goes into your point-of-pur- 
chase advertising program. 

Sampling is another important part of point-of-purchase 


(Continued on page 36) 
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“what's needed in p.o.p. advertising 
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advertising and promotion. The beverage industry, the 
coffee roasters and the cheese makers, for example, have been 
notably successful with their in-store sampling and demon- 
stration policies 

In most of our branches at National, we are generally in 
favor of store demonstrations and sampling, although we 
would not legislate them to our entire organization. We 
are in favor of demonstrations, that is, when they do not 
interfere with customers or traffic movement through our 
stores. We also believe that demonstrations set up to hide 
or strangle the sale of other merchandise in our stores are 
entirely wrong, because then we only sell one item at the 
expense of another, Barring that obstacle, however, and 
when satisfactory locations can be obtained, we believe a 
limited number of store sampling demonstrations can be 
most effective in increasing sales for both the manufacturer 
ind the retailer 

One of the most successful so-called Sampling Demonstra- 
vions used in many of our branches has been the promotion 
ofa complete meal for a dime. These promotions are used 
for a limited number of special events, such as store open- 
ings, charitable programs, parades, Chamber of Commerce 
ictivities and the like 

These sampling demonstrations do a good job of pro- 


motion on five products at one time, and are very popular 


A Partner 
of the 


Coffee Indystry « 
since 1919 


Vola ue 


MISSISSIPPI] SHIPPING COMPANY, INC. x NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 
LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 

MATADI 


Phs. Van Ommeren (Congo) $.C.R.L. 








COFFEE & 


We will usually serve an average of 2,000 to 3,000 meals a 
day, or about 10,000 10¢ meals on any three-day weekend. 
This is the most effective demonstration we have seen 
to-date, and it is a real traffic builder for the operations 
of the entire store. 

We honestly like related item selling, where one item 
helps promote another, especially where one or both of the 
related items are profitable. This, to some of us, might seem 
like old stuff, but remember there are a lot of youngsters 
coming up to whom the idea is still new, and even those 
of us who have been in the business a long time still must 
agree that this kind of merchandising is just as effective to- 
day as it ever was. 

Sales presentations are also a part of point-of-purchase 
advertising. As I have said, we are always glad to see 
the man with the ad, but we love the man with the plan! 
Usually, sales presentations are a projection of a well work- 
ed out plan, which includes point-of-purchase merchan- 
dising and advertising. 

Naturally, when you appropriate large sums of money for 
advertising, and become willing to cooperate with the re- 
tailer at the point-of-sale, you would like to have him hear 
your story, and become enthusiastic about merchandising 
and promoting your products. Sales presentations are fine 
if they are timed right and aimed at the right people. Of 
course, any sales presentation to a store operator or store 
manager on the premises during selling hours must, of 
necessity, be brief, to the point, and offer something inform- 


(¢ ontinued on opposite page) 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 
SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA 
ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 


Direct regular service 
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ative, new or different! 

In a chain organization, the most important sales presen- 
tations are made to sales executives. In our company, the 
branch sales managers are the people who can take action, 
by direction to our store managers. 

Such presentations are usually relayed by our sales man- 
ager to our merchandising committee and, through our 
merchandising meeting, to the field organization. At the 
same time, our own direct mail instructions are forwarded 
to the attention of each individual store manager. This 
conditions the thinking of our field organization for any 
selling to be followed through at the store level, so that 
the store managers are given full authority to proceed and 
carry out the program in cooperation with your salesmen. 

Let’s look at that word manipulation. You must manipu- 
late your business to reach the retailer. Merchandising, with 
all of its stringent policies and far-reaching innovations, 
is not enough. You must manipulate your organization so 
as to reach that retailer, and you can do it simply and 
quickly and in a romantic sort of way, and here again point- 
of-purchase advertising plays its part. 

By manipulation I simply mean that you must get closer 
to your retail customers. You must reach that retailer. You 
must meet him on his own ground, whether he has one store 
or 300. Find out what he wants, and then, if possible, give 
it to him! 

Maybe your straight-laced advertising and merchandising 
won't always fit into the retailer's plans, and that's where 
manipulation comes in. It means flexibility for your policies 

more freedom for your entire selling organization. It 
means your point-of-purchase advertising must be created 
and designed with the retailer in mind—to fit in his picture 

to help him sell more for you. You must manipulate your 
efforts to keep up with the trend of the tremendous ex- 
pansion of the supermarkets. 

During World Wars I and II, there was plenty of moti- 
vation—every man in the armed services of America knew 
motivation. He knew that the objective was to save our 
country for freedom. He offered everything he had for 
Motivation, for an objective. Even his life! 

And now, the fifth magic word in marketing—motivation. 
Assume you are the most modern manufacturer in your in- 
dustry, and you have the top management in the business, 
and you have listened to all the merchandising experts and 
applied the best thinking and most productive ideas of your 
own merchandising organiaztion and, finally, you have 
manipulated yourself into a position to reach out for the re- 
tailer to get him to accept your ideas at the point-of-purchase. 
But who is going to be inspired to do all these things unless 
you motivate your organization towards an ultimate objective 
with an appropriate reward for their accomplishment? 


Spice for milady; 
a new concept 


With spices appearing in the news more than ever these 
days it’s not surprising that one of New York's depart- 
ment stores has come up with a new use. 

In a half-page newspaper advertisement the beauty 
salon of one store offered a new and distinctive series 
of hair colorings. It included such colors as ginger, cin- 
namon and paprika. The field, seems endless, since 
they've not yet thought of chili, curry powder and saffron. 
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REGULAR 
FAST 
EFFICIENT 
SERVICE 


U.S. ATLANTIC 
and GANADIAN PORTS 


from BUENOS AIRES, MONTEVIDEO 


Father-Son-Grandson 


In 1902 we started our busi- 
ness by representing a few 
importers who brought goods 
(primarily coffee) into the 
United States through the Port 
of New Orleans. Throughout 
the years our operations have 
expanded to other commodities 
and in other directions — ex- 
ports as well as imports 

Management has been 
handed down from father to 
son — and now grandson is 
doing his share. Our services 
and the staffs necessary to 
their proper handling have ex- 
panded and we have acquired 
quite a “family” of satisfied 
customers . . . with implicit 
faith in our capabilities and 
responsibility. 

We have the facilities to increase this family— 
and should like to include your business. 


S. JACKSON & SON, Inc. 


Shipping Representatives Since 1902 
P. O. Box 137, New Orleans 3, La. 


Every needed facility—plus common sense! 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WhHitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 














Because it has more flavor to give 


ffee-d Coffer! 


aos 


S. A. SCHONBRUNN & CO., INC. 
Grand and Ruby Avenue ¢ Palisades Park, N. J. 
New York Office: 106 Front St., N. Y. 5, N. Y. 


the trend to fleet leasing 
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them to the salesmen in their home territories, and sells the 
fleet at the end of the (normally, two-year) lease period. 
For these services, the leasing company charges a monthly 
leasing fee. To this is added a monthly payment (2% of 
original cost) covering depreciation. All costs of mainte- 
nance are borne by the user. In short, the finance lease gives 
the user a brand-new fleet of cars, and handles the sale of 
the used cars. Everything else is provided by the user. 

However, one of the intangible but strong benefits of this 
plan is the guidance of the leasing company as to the best 
type of cars to use for a particular company’s business, and 
the best time of the year to dispose of the used cars. Where 
the leasing company is a large national concern with years of 
experience, it can dispose of used fleets in different used car 
markets throughout the country. At any given day, prices 
for a given model may be higher in one city than another. 
A national leasing cer»any keeps abreast of such price situ- 
ations in order to gei the best prices for its clients’ used car 
fleets. 

The maintenance lease: In this plan, the leasing company 
not only provides the new fleet, but takes over the whole 
expense of fleet operations, except for daily gas and oil costs. 
This includes buying the fleet, delivering it to salesmen in 
their home territories, all repairs and maintenance work, 
insurance, licenses, taxes, tires and selling the fleet. The 
leasing company also bears all risks of depreciation. For 
this whole package, the leasing company charges a flat 
monthly fee covering everything—fleet acquisition, mainte- 
nance, deprecion, etc. The user has a fixed cost and knows 
exactly what his fleet operating costs will be. The user is 
out of the automobile business. 

Making ownership of a late model car a prerequisite for 
employment limits companies in their choice of good sales 
personnel. Such companies have to hire only salesmen who 
own late model cars and are willing to use them on company 
business. On the other hand, using only salesmen-owned 
cars does have the advantage of taking a company out of 
the automobile business, though it undermines company con- 


Vanilla was the subject of high level discussions when Mr. Phili- 


| bert Tsiranana, president of the new Malgache Republic (formerly 
| Madagascar) visited Vice President Nixon. The Vice President is 


shown sniffing a bundle of true vanilla beans, one of the 


| Republic's principal exports to the United States. 
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trol of such matters as insurance, looks of the car, down- 
time for repairs and trade-ins. Where salesmen have been 
offered a choice between driving their own cars with mileage 
payments, or using a leased or company-owned car, the vast 
majority of salesmen have elected not to use their own autos. 

Q. What are recent trends in auto fleet leasing? 

A, The most recent trend in auto fleet leasing is the 
finance (equipment trust) lease, described earlier. This con- 
serves a company’s working capital while enabling the com- 
pany to take advantage of any lower operating costs that 
may be peculiar to its fleet operation under its own fleet 
manager. 

Q. What is the length of auto lease terms ? 

A. Finance lease terms are generally for two years or 
more, except where companies have extremely high milage 
(50,000 miles per year, for example). The one-year lease 
is rapidly disappearing because of the high depreciation fac- 
tor in the first 12 months of an auto's life. Maintenance 
leases are often for two years, though some are shorter. 

Q. What happens to the autos when the lease term is 
ended ? 

A. They are sold as used cars by the leasing company. In 
the maintenance (or fixed-cost) lease, the used car price is 
of no importance to the lessee because the depreciation has 
already been covered in the fixed rental payment per month. 
But in the finance lease, the used car price is of extreme im- 
portance, since the final cost of the fleet operation will de- 
pend on how well the leasing company can dispose of the 
fleet. Where the selling price is high enough, the user does 
not have to make up any deficit on depreciation cost. An 
experienced, national leasing company, which sells its fleets 
throughout the nation, can take advantage of the best going 
markets to dispose of fleets at highest prices. Most clients 
of such companies do not have to make up any deficiencies 
if they follow the leasing company’s advice on when to sell 
their used cars, 

Q.How can I tell if my company should lease its auto 
fleet? 

A. Each company must examine its own particular situ- 
ation. If a company can use outside capital in the form of 
a leased auto fleet and keep its own capital working in the 
business at a better return, then it pays to lease. To de- 
termine this, companies should examine their own returns 
on net working capital before making a decision. Similarly, 
if a company is using a salesman-owned fleet, it should ex- 
amine whether or not this is more costly than leasing and 
whether salesmen’s morale and transportation efficiency 
could be improved through leasing. 

Q. What are the advantages of auto fleet leasing? 

A. In addition to conserving a company’s working capital, 
auto fleet leasing offers these advantages: 

1. Leasing an auto fleet is a form of financing which 
does not affect a company’s ability to borrow from its 
normal sources. If a company borrowed to buy an auto fleet, 
such borrowing would appear as a liability, and affect the 
company’s remaining credit. A leased fleet, however, is not 
a liability, nor does it affect a companys’ borrowing power 
any more than does annual rent for a building. 

2. Leasing frees company executives from supervising 
an auto fleet and enables them to devote their full time to 
the company’s main business. 

3. In most situations, a leased auto fleet is more econ- 
omical than other forms of operation. 

(Continued on page 40) 
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HANSA LINE 


Deutsche Dampfschifffahrts-Gesellschaft "HANSA" 
Bremen, Germany 


Regular Monthly Service 


from PERSIAN GULF 
PAKISTAN 
RED SEA 
and 
MEDITERRANEAN 
PORTS 
to NORTH ATLANTIC & GULF PORTS 


General Agents 


F.W. HARTMANN & C€0., INC. 


120 WALL STREET NEW YORK 5, N. Y. 


Cable Address: HANSAFAHRT Telephone 
TEX NEWYORK 2499 WHitehall 3-9790 
MNY 0244 Teletype N. Y. 1-1550 











Regular Service 
From The Principal Brazilian Ports to: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


: Bringing North and South America nearer each other. LLOYD : 
= BRASILEIRO makes the Good Neighbor a Close Neighbor. : 


nina MM uit 


NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 
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j Companies us ng a maintenance (fixed-cost) lease 


can budget transportation costs for 12 or 24 months in ad- 
Vance 

5. A leased car is often an important fringe benefit to 
offer a com} any's salesmen or to attract good new salesmen 
It eliminates a morale problem where salesmen object to 
using their own cars on company business 
have latest 


salesmen 


6. Through leasing, a company's 
model cars, well-maintained, which enhance the company’s 


prestige and give its sales force the best transportation avail 


able 


Autos are delivered directly to salesmen in_ their 
home territories and picked up from them at trade-in-time. 
Salesmen do not lose days trading in their cars 
Q. When is leasing NOT advantageous to a company? 
A. 1. A company which has more short-term and long 
term capital than it can profitably use in its direct business 


After all, 


why pay a leasing company for use of capital, if the user 


operations, will not find leasing advantageous 
has spare capital of his own? Occasionally, even such a 
company will go in for leasing merely because leasing re 
lieves company executives of the administrative burdens ot 
buying and S¢ lling cars, and possibly fleet management. T he 
company may find that by leasing, lower prices on new 
cars and higher prices on used cars may be secured. But if 
considerations are of no importance, or if the 


thes« latte r 


user can accomplish those ends by other means, and if 
working capital is no problem, there is no point to leasing. 
2. A company which pays its salesmen by commission 
without direct reimbursement for the use of their 
cars—will not find leasing advantageous. However, it is a 
mistake to think that since the salesman pays for the car 
out of his pocket, that the company has none of the burden. 
True, the company does not have to lay out capital to buy 
a salesman car, but the company does have to pay a com- 
mission broad enough to cover cost of car operation. The 
fact that some compan‘es attempt to pay less than the cost 
explains the high labor turnover among their salesmen. This 
increases salesmen training costs. If this is insignificant, the 
company should stick to salesmen-owned cars. 

3. Companies whose salesmen average 1,000 miles per 
month or less in auto travel, primarily in cities, find it ad- 
vantageous to reimburse their salesmen on a cents-per-mile 
basis—but only if the rate is under 10¢, and the company 
is indifferent to what the salesmen’s cars look like. Where 
this latter is unimportant and the total cost to the company 
is under 10¢ per mile, such companies should coninue to 
use salesmen’s cars. The report, mentioned 
earlier, has some interesting tables on this. 

Q. How does leasing compare with company ou nership of 
ANto fleets? 

A. Company-owned auto fleets have been declining since 
the end of World War II. On the average, only 257 of 
autos used by industry are in company-owned fleets. In terms 
of cost, data for most company-owned fleets show an ap- 
parent lower cost (per mile) than for leased fleets. This is 


only 


Foundation 


Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


Members: 


NEW YORK COFFEE AND SUGAR EXCHANGE, INC. 
GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 


NATIONAL COFFEE ASSOCIATION OF U.S.A. 


COPTFTEE 
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misleading, since companies conveniently overlook the cost 
of their own capital invested in their own fleets. The cost 
of capital zs included in charges made by a leasing company. 

As has been pointed out, companies can estimate the cost 
of using their own capital for purchasing a fleet by examin- 
ing the rate of profit they earn on their working capital in 
their own businesses. This is what they must pay for use of 
company capital if they use this working capital and sink 
it into an auto fleet. 

There is no mystery about this. It is this real’zation which 
s partly responsible for the steady decline of company-owned 
auto fleets, and the continuous growth of leased fleets. 

Q. How does leasing compare with salesman-ownership of 
Anto fleets? 

A. Many of the companies using salesmen-owned fleets 
are smaller companies. Salesman-ownership of cars elimin- 
ates any company investment in a fleet, which is similar to 
the advantage offered by leasing. 

Most of these salesmen are reimbursed for the use of their 
cars on a cents-per-mile basis. In the coffee and tea in- 
dustries the national average for such payments is 8.93¢ 
per mile and coffee and tea salesmen averaged 20,000 miles 
per year. Except for low-mileage fleets, leasing is normally 
less expensive. 

While saving of company capital is important, salesmen- 
owned cars have some serious drawbacks. For one thing, if 
company mileage payment is 7¢ a mile, a salesman-owned 
car driven more than 23,000 miles a year is more expensive 
to operate than using a leased car. At 8¢ a mile, a sales- 
man’s car driven over 18,000 miles a year is uneconomical 


Cable: PROBAT 





U. S. & Canadian Representative — JOHN SHEFFMAN, INC. 
152 West 42nd Street, New York 36, N. Y. — Phone: 


PROBAT-WERKE - EMMERICH/WEST GERMANY 


for any company; a leased car is cheaper. At 9¢ a mile, any- 
thing over 17,000 miles is too expensive; leasing is cheaper. 

Many companies with salesmen-owned cars have switched 
to leased auto fleets because it cuts mileage costs. How- 
ever, companies with low annual mileage per salesman 
(under 15,000 miles) should show lower mileage costs 
than under leasing, provided the mileage allowance is 
under 10¢. 

Of course, there are intangible drawbacks involved in 
using salesmen-owned cars, which cannot be evaluated in 
dollars and cents, but which have been considered important 
by different companies. For example, no matter how gen- 
erous the mileage payments, the salesman tends to look 
upon mileage payments as regular income rather than as 
co.t of operating his car. He doesn’t consider that he must 
lay aside some part of those payments as depreciation cost, 
to be used in purchasing a new car. As a result, he resents 
the burden of getting a mew car, which morale 
problem and creates disloyalty. 


po eS a 





a Commodity with a rosy future... 


. .. Coffee and Tea Industries Brazilian correspondent 
reports that country is preparing to dye coffee a bright 
rose color, The Government Institute of Coffee plans 
to rose-tint beans selected for domestic sale to prevent 
their being shipped abroad as high-grade export 
coffee. 
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PRUDHT 


The UNIVERSAL Roaster 


This smartly styled roaster 
is suited to the individual 
shop, the large super- 
market or the laboratory. 
Available in two sizes: 35 
and 50 pounds per charge, 
with up to four roasts per 
hour. 


Constructed with all the 
improvements and advan- 
tages of the “EXPRESSO” 
series. 


Wisconsin 7-5649 


Phone: 2561 
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Hamblen named by 
Gulf & South America 


Kyle S. Hamblen, Jr., has been ap- 
pointed to the newly created post of 
assistant traffic manager for the Gulf 
& South American Steamship Co., Inc., 
it was announced by Henry Giardina, 
traffic Manager 

Mr. Hamblen was formerly 
the Lykes Steamship Co. as 

traffic manager Mediter- 
division. Mr. Hamblen had 
with Lykes, in the 


with 
Bros 
assistant 
ranean 
25 years service 


coastwise, solicitation and 


deep sea, 


TOMLINSON 


modeis change 





Indies divisions, both in 


West 


Orleans and in Houston. 


& South America. 


Canada has as many coffee 
drinkers as tea consumers, 


PACB says 


There are practically as many cof- 
fee drinkers throughout Canada as 
there and in some 
provinces there are more, the Pan- 
American Coffee Bureau declares. 

Replying to recent criticisms 


are tea drinkers, 
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TOMLINSON 
No-Drip Faucet 


MODEL S$ 


Remember, your faucet is the heart of your urn 


“TOMLINSON”. 


We add purposeful innova- 
tions while retaining field- 
tested and time-proven 
features. Quality is never 
sacrificed. When you buy or 
specify TOMLINSON you 
receive the world’s finest 
liquid food dispensiiig 
equipment. 


For nearly half a century 
TOMLINSON faucets and fit- 
tings have appeared on quality 
urns. Why is this so? 


Take the Model S self-closing fau- 
cet. Longest service life of any coffee 
faucet——in compliance with US. 
Public Health requirements — low 
initial cost —simple inexpensive 
maintenance without tools or adjust- 
ments - pleasing distinctive appear- 
ance and operation—and backed by 
TOMLINSON. No-Drip faucets 
outsell all others because they out- 
perform all others. 


Available in all standard thread 
sizes and in several color and handle 
combinations. Other self-closing fau- 
cets in stainless steel and nylon. 


be sure it says 


The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


1601 St. Clair Avenue e 


Cleveland 14, Ohio 
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New 
In Houston, 
he was assistant port agent for Gulf 


INDUSTRIES 


tea interests implying government 
favoritism for coffee, the Bureau 
cited consumer studies by a Canadi- 
an research firm. These showed that 
on a typical winter day, 75 of 
drank tea and 72% drank coffee. 

In Quebec, the Prairie Provinces 
and British Columbia, however, 
more people drank coffee than they 
did tea. 

Coffee consumption is continuing 
to increase steadily in Canada, the 
Bureau said. In 1958. Canada im- 
ported the equivalent of 137,000,000 
Ibs. of green coffee, making it the 
sixth largest coffee-using nation in 
the world, Imports for the first six 
months of 1959, Dominion Bureau 
of Statistics figures show, were run- 
ning about 6.5% ahead of last year. 

Coffee plays a key role in financing 
the two-way trade between Canada 
an dthe 15 Latin American produc- 
ing countries, the Bureau pointed 
out. Canada buys more than 90% 
of its green coffee from this area, 
and in 1958 it was valued at $50,- 
800,000. 

On the other hand, the Latin 
American  coffee-growing nations 
purchased $167,000,000 worth of 
Canadian exports, of which 30.4% 
were covered by dollars earned from 
the sale of coffee. 


Amber-colored jar for instant 
coffee introduced by Bordens 


The Borden Foods Co. 
ing the first amber-colored jar on the 
national instant coffee market. The 
new rich-brown pebbled glass jar 
comes in the 5-oz. size, and is replac- 
ing the regular clear-glass container. 

The amber jar helps preserve the 
freshness and flavor of the coffee, 
since it protects it from harmful light 
rays, Borden said. It also enhances 
the appearance of the product. When 
the jar is opened, the instant coffee 
in it has a more eye-appealing and 
deeper coffee color, the firm added. 

The jars feature new label colors 
and copy. To harmonize with the 
amber jar, label colors have been 
changed to a coffee brown and red 
on white. Formerly a blue and red 
imprint on white stock identified the 
Borden jar. The new colors give the 
Borden name better identity and better 
readability of ‘deal’ flags, when 
these are used. 

The label copy carries a new selling 
slogan. It emphasizes ‘Fresh Perco- 
lated Flavor.” 


is introduc- 


and The Flavor Field 





rT} 2 ” 
The “two sides of tea 
There 
That's the theme behind the second phase of the 
What's 
more, the Council intends that the American consumer ts 
going to learn about both these sides. 


are “Two Sides to Tea.”’ 


1959-"60 Tea Council advertising campaign. 


The first phase, an 8-second television campaign went 
off the air on November 30 of last year. Phase two, 
starts February 15, in the 18-basic hot tea markets of the 
United States. 

In the new video-commercial the campaign will center 





Here’s where you'll see Tea’s new campaign... 


Baltimore 
Boston 
Buffalo 
Chicago 


Providence 
San 
Schenec tady 

Seattle-Tacoma 


Los Angeles 
New Haven 
New York 
Philadelphia 
Pittsburgh 
Portland, Ore. 


Francisco 


Cleveland 
Detroit 


Syracuse 
Washington 





on the quality of tea as a beverage, a claim the Council 
feels unique and exclusive. Here’s what television au- 
diences will hear about in the 18-major cities. “Take 
See What? See for yourself! Tea Has Two 
And, Tea lets you sleep. So, 
Visual portions of the commercial 


Tea and See. 
Sides. 
take 


feature two distinct types of individual and and a revers- 


Tea Gives you a lift. 


Tea and See.” 


ing teapot which shows both sides of the story. 


TETLEY TEA 
is specially made 
for tea bags 


Blenders 
of the World’s 
Finest Teas for 
Over 100 Years 


Just to make sure that viewers of all types associate 
themselves with the commercial one tape will show the 
average, executive-type Mr. America; the other, a more 
rugged blue-coller worker. Either way, the Tea Council 
thinks there'll be a natural association with the beverage 
by all sections of the viewing audience. 


Lansing P. Shield dies; 
Butier new president of Grand Union 


Lansing P. Shield, president of the Grand Union Co., 
died on January 6. He was 63 years old, 

One of the nation’s best known food chain executives, 
Mr. Shield was also internationally known as an advocate 
of low-cost food distribution, During his presidency, sales 
of the eastern food chain rose from $83,000,000 a year to 
the current annual $600,000,000. The 
makes it one of the ten largest food retailing organiza 


rate of figure 


tions in the country. Today Grand Union operates 451 
supermarkets in 11 eastern states, the District of Columbia 
and Puerto Rico 

Mr. Shield’s invention of the Food-O-Mat, gravity-fed 
display and dispensing fixture, was a major contribution 
to the retail food industry, It has been acclaimed by some 
as one of the greatest advances in customer convenience 
in food shopping in the past half century. 

Shield’s position as chief executive ofhcer of Grand 
Union has been taken by Thomas C. Butler, who had been 
chief financial officer since his election as treasurer in 
1936. Butler is also chairman of the board of Eastern 
Shopping Centers, Inc., Yonkers, N. Y. reality develop- 
ment affiliate of Grand Union 


TETLEY TEA CO., Inc., new yor 


MEMBER OF THE TEA ASSOCIATION OF THE UNITED STATES OF AMERICA 
JOSEPH TETLEY & CO., Ltd. London 


FEBRUARY, 1960 





Pan American Coffee Bureau 
maintains its familiar name 


The board of Pan 
Bureau last month considered, and rejected, the suggestion 


directors of the American 


made by the board of directors of the International Coffee 


Agreement that the name of the Bureau be changed to In- 
ternational Coffee Bureau 
vanced in the following resolution 


The bureau's reasons were ad- 


Whereas: Following detailed study of the problem, the 
conclusion was reached that in order to Carry on the pro- 
motion of coffee consumption throughout the world, it 
would be most desirable to utilize existing regional or 
ganizations, or to stimulate their creation where they do 
not as yet exist, for the purpose of analyzing through 
them the task of promoting coffee consumption; such 
organizations to have a structure and objectives similar to 
those of the Pan-American Coffee Bureau, which for nearly 
25 years has been entrusted in the Western Hemisphere 
with the promotion of the product and the conduct of eco- 
nomic and scientific studies to guide this promotion, all of 
which constitutes an invaluable heritage; 

Once the regional organizations are established and 
functioning, an overall body should be created to coordi- 
nate the various phases of the promotional programs: 

It is to the common interest that representatives of 
other countries outside the Western Hemisphere be as- 
Pan-American Coffee Bureau's activities 


sociated with the 


as associate members or observers; 


Coffee 


“In the effort now being undertaken by the producing 
countries to increase world coffee consumption, it would 
be desirable to have the consuming countries participate 
in an integrated promotion program; 

“Therefore, be it resolved: 

“1. To maintain the name of the Pan-American Coftee 
Bureau and its legal structure. 

"2. To assign to the Executive Committee of the Pan- 
American Coffee Bureau the task of contacting with the 
least possible delay the governments or official entities of 
other areas, suggesting to them the creation of regional 
organizations similar to the Pan-American Coffee Bureau; 
and also to authorize the Executive Committee to collabo- 
rate with such governments and official entities in studies 
leading to the creation of such regional organizations. 

3. To authorize the Executive Committee, once the 
various regional organizations are created and functioning, 
to cooperate with them in studies leading to the establish- 
ment of a world organization that unites all regional or- 
ganizations and coordinates their efforts. 

‘4. To invite the governments of the French Republic 
and the Community, the State of Cameroon and the State 
of Togo, and of Portugal to name their representatives 
who will participate in the Pan-American Coffee Bureau's 
activities and in the development of its programs. 

5. To invite, similarly, the governments of the United 
Kingdom and of Belgium, in consideration of the fact 
that they associated themselves with the international 
Coffee Agreement through special declarations, to observe 
the activities of the Pan-American Coffee Bureau.” 
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Officers named for 
N. Y. Coffee and Sugar Exchange 


Arthur L, Ransohoff, presi- 
dent of A. L. Ransohoff Co., 
Inc., has been elected presi- 
dent of the New York Coffee 
and Sugar Exchange, Inc. 
Ransohoff succeeds Charles S. 
Lowry, of Frank C. Lowry & 
Co., in the post. 

Mr. Ransohoff is a veteran 
of over 43 years in the cof- 
fee industry having entered 
the business in 1917 with 
Leon Israel and _ Brothers, 

Inc.,. of New York and New 

Orleans. In 1933 he left Israel to become associated with 
Zander & Co., Inc., and in 1939 formed his own con- 
cern. He served as president of the Green Coffee As- 
sociation from 1948 through 1950, and, as chairman of 
the National Coffee Association from 1955 to 1956. 

Earle T. MacHardy, vice president of raw sugar pur- 
chases of Refined Syrups & Sugars, Inc., joins Ransohoff 
as vice president of the Exchange. James M. Clark, vice 
president of Anderson, Clayton & Co., will serve as treas- 
urer. Clark, a long time associate of Anderson, Clayton 
& Co., is currently serving as president of the Green Cof- 
fee Association of New York, and, as a director of the 
National Coffee Association. 


What is the chemical 
composition of tea? 


What is the technical composition of tea? Here is one 
answer, from the Tea Research Institute of Ceylon, on in- 
quiry from Halssen & Lyon, Hamburg. 


BOP 
40.50 


OP Pekoe 
39.00 37.2 
16.02 16.2 
22.98 21.0 

1.67 1.8 


Dust 
38.75 
17.36 
21.39 

1.90 


Total extract 
Total tannin 
Non tannin substances 
Nitrogen in the extract 
Tannin Equivalent Caffein 
(Catechin) 
1% 
2% 


3% 


(O.P. comes from stalk. B.T. comes from other leaves 
and some stalk. B.O.P. comes from bud and first leaf, 
other leaves and some stalk.) 

(Catechin is soluble in water and contains a number 

of organic solvents such as ethyl acetate.) 

The differences in the catechin content are understand- 
able when we compare the comparatively thin, light 
liquoring Orange Pekoe with that of a Broken Orange 
Pekoe out of the same invoice, comments Halssen & Lyon. 

“The comparatively low caffein content of the Orange 
Pekoe compared with a Broken Orange Pekoe seems to us 
astonishing,” the company said. 


DO YOU WANT TO IMPROVE 
YOUR COFFEE BUSINESS BY 
INFRARED ELECTRIC ROASTING? 


WE GUARANTEE THESE RESULTS: 


1. Uniform roast 
. Purer coffee roast 
Shrinkage savings 
Uniform improved taste 
Alarm Automatic timing temperature control 
Improved definite economy 
Compact unit, space saving 


Mail coupon today for complete details 


Puerto Rico Manufacturing Corporation 
P.O. Box 2013, San Juan, Puerto Rico 


. 100, 200, 
480 lb. 
30, 60 145 KW 
220 3 Phase 
50 or 60 Cyc. 


Prices C.I.F. U.S. ports including 
installation supervision: 


100 Ibs. per batch $4,985. 
200 Ibs. per batch............$6,985. 


NEW YORK representative: 


Prices and terms available on all models 
from 1 |b. to 500 Ibs. per batch. 
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Kindly address full information about your PREEDIT coffee 
roasters to: 


M. A. Hagemann 

P.O. Box 81 

Stapleton Station 

Staten Island, New York 


Representatives and jobbers solicited 











AND/OR 


THE 


P. O. BOX 5 


IF YOU WANT GOOD 
TANGANYIKA ROBUSTA 


ARABICA COFFEES 


PLEASE CONTACT 


BUKOBA NATIVE CO-OPERATIVE 
UNION LTD. 


BUKOBA, TANGANYIKA 
Which represents well over 100,000 coffee growers 


Agents in Mombasa 
COFFEE SERVICES LTD., P. O. Box 773 








OVER 
| TWENTY-FIVE 
YEARS OF 


CONTINUOUS 
DEPENDABLE 
SERVICE TO 
THE COFFEE 


TRADE 
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Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 








STOCKARD 


STEAMSHIP 
CORPORATION 


17 BATTERY PLACE 
NEW YORK 4, H. Y. 
Wiitehall 3.2340 
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SELL MORE ICED COFFEE 
Display it in Glass 


SIELING'S 
ICED COFFEE "OLLA" 


“The most beautiful piece of equipment 
that you ever laid your eyes on" 


SIELING 


URN BAG COMPANY 


927 W. Huron St. 
Chicago 22, Iil. 
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Seven taste the tea 
at 57th annual meeting 


New York's Food and Drug administration offices play- 
ed host to seven expert tea tasters early this month. The 
seven, one from government, six from industry, met at the 
57th annual meeting of the U.S. Board of Tea experts. 

The board's week-long function will result in the selec- 
tion of grades which will govern the import of tea into 
the United States for the 12-month period beginning 
May 1, 1960. Last year, the Tea Council of the U.S.A. 
Inc., estimates that imports of tea into this country 
amounted to more than 108-million pounds, the principal 
exporters being India, Ceylon and Indonesia. 

The annual event continues a tradition established with 
the passage of the Tea Act in 1897 which, incidentally, 
antedates the Pure Food and Drug Act by nine years. 

Prior to the turn of the century, American tea merchants 
recognized the need for such an act, and insisted that a 
board be established to set standards. These merchants 
wrote their own Tea Act, took it to Washington and 
pressed for its passage. 

Participants in this year’s joint industry-government 
operation include: Robert H. Dick, tea examiner of the 
Food and Drug Administration, government representa- 
tive, and permanent secretary of the U.S. Board of Tea 
Experts; Albert Guarino, Irwin-Harrisons-Whitney, Inc., 
New York; Alexander Grille, H. B. Thompson Co., New 
York; Edward Bransten, M.J.B. Co., San Francisco; Phillip 
Hellyer, Hellyer and Co., Chicago; Angus V. McAdam 
Co., Boston; and Allan McKissock, Standard Brands, Inc., 
New York. 


Salada-Shirriff-Horsey 
divisions consolidated 


Announcement has been made of the consolidation of 
the four divisions of Salada-Shirriff-Horsey, Ltd. The 
new unit has been renamed the Canadian Division, accord- 
ing to Grant Horsey, president. 

The Salada, Shirriff, Horsey and sales divisions had 
originally been formed in 1957 to integrate Salada Tea. 
“With the integration program now completed the need 
for a divisional operation no longer exists,’ Mr, Horsey 


said 


New blend for 
Detroit’s King Coffee 


A new blend has joined the line-up of King restaurant 
coffees, while the present blend is being stepped up in 
quality. 

The reasons were obvious according to John E. King, 
Jr., president of the Detroit firm. “The spread in green 
coffee prices between Brazils and Milds, along with the 
general drop in coffee prices over the last few years makes 
this a favorable time to spend the money necessary to make 
such a move”, King stated. 

The new blend, containing both Brazils and Milds, will 
be of medium roast, and priced in the upper bracket. The 
blend name will be chosen in a company-wide contest now 


| in progress. 
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| 
Changing of the guard at NCA's recent Boca Raton convention | 
brought smiles to the faces of last year's chairman, Tom Pretty- | 
| 
| 


man, right, and newly elected chairman, Arthur Anisansel, shown 
accepting gavel. 


Cleveland introduction | 


for Chock Full O’Nuts | 

The postman brought Cleveland housewives a money- | 
saving letter last month. The mailing accompanied 
introduction of Chock Full O’Nuts coffee to the area, 
and represents the western-most expansion for the coffee | 
roasting division of the company. 

Housewives were told their local supermarkets and gro- | 
cer had received the product, and that she could obtain 25 
cents off the regular price by presenting the letter at local 
stores. 

Chock Full O'’Nuts coffee is now being sold in 14 
states along the eastern seaboard, and in parts of Canada. 
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FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 
NATIONAL COFFEE ASSOCIATION 


GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


ero 














Augusto Cesar D’Abreu dead at 77; 


founded Brazilian coffee export firm 


Augusto Cesar D'Abreu, born in Portugal 77 years ago, 
died suddenly the latter part of December. 

D’Abreu, long known in the industry, has been identi- 
fied with Brazilian coffee exports in Santos, Curitiba and | 
Rio de Janeiro for a period of sixty years. For a long 
time he served as vice president of the Brazilian branch | 
of Leon Israel and Brothers, Inc., of New York and New | 
Orleans. Following this association, Mr. D’Abreu found- | 
e dhis own coffee exporting concern 24 years ago. He 
presided over the latter company, Abreu Filhos Expor- 
tadora e Importadora S.A., as president, until his death. 


Vending machine sales 
on way up 


By way of prediction, a recent article in Think Magazine 
points out that vending machine sales will have risen to 
six billion dollars by 1968. The figure represents a ten- 
fold increase from 1946. At the moment, it is estimated 
that more than half of the nation’s 65-million workers, in 
addition to over 10-million students, eat one meal away 
from home. This represents an expenditure of over 15- | 
million dollars daily, and with vending machines serving | 
20 percent of this business, a grand total of $3-million | 
is rung up daily for vending machine purchases. 
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Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 


SPICES SEEDS TEAS COFFEES 


67 California Street San Francisco 11, Calif. 








Clearer, 
more flavorful 
coffee 
with a 
minimum 


of effort... 


reeve angel 
FILTER PAPER 
#301 


| H. Reeve Angel & Co., 9 Bridewell Pi., Clifton, N.J. 











YOURS for the asking 


The booklets listed below contain specialized inform 
wious subject This literature 1s yours for 
Merely fill out the coupon and mail 


NEW BAG LINER 
This booklet describes a bag liner—a new kind ot 
Hophane—said to ideal for the trend to mar 
ting fresh coffee preground and sealed in bags 


This cellophane protects freshness, and it's tough, able 
o take rough handling, E. I. du Pont de Nemours 
& Ci (Inc.). Film Department Wilmington 98, 


Delaware 


g SOLUBLE COFFEE PLANTS 

An illustrated, detailed brochure describes the fol 
lowing instant coffee plant services available from 
Bowen Engineering, Inc., North Branch, N. J.: design 
engineering, fabrication, erection, plant start. up, oper 
itor training. A detailed flow diagram is included 


10 URN BATTERIES 


This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be “as modern as 1961.” Included are full details 
und specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 


J.afayette Street, New York 12, N. Y 


11 PACKAGING EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
llustrated folder. Machines range from wrappers to 
ippers from bag makers and fillers to grinders 
Union Standard Equipment Co., 318-322 Lafayette 


St.. New York 12, N. Y 


12 NEW PACKAGING EQUIPMENT 


New can and packaging equipment ts described 
in Bulletin 306, a four-page illustrated folder. It details 
the feature of equipment which automatically feeds, 
fills, packs and ejects cans and jars, with extreme and 
consistent accuracy. B. F. Gump Co., 1325 Cicero Ave., 


( hicago S50, Ill 


13 FAST CHANGE COFFEE FAUCET 


This cat log describes a coffee faucet with a three- 
way shank so designed that it permits quick changes 
on coffee urns, even during rush periods and when 
the urn is full of coffee or hot water. This lets the 
offee salesman concentrate on sales, rather than 
service, Since doesn't have to return later to service 


the urn. Wyott Manufacturing Co., P. O. Box 898, 


Cheyenne, Wyoming 


SPICE MILL PUBLISHING CO. 
106 Water St.. New York 5, N. Y. 


Please send me the following booklets: 


sf 9M wo 


Firm Name 
Street Address 
City and State 
Signature 
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With the opening of New York's Tea Center scheduled for late 
May project workers don't have time for tea breaks. Just to 
make sure their morale didn't suffer Tea Council officials re- 
cently brought in consulate members of tea importing countries 
to provide the proper refreshment and a quick change of pace. 


Brazil Coffee head reports 
on Russian, Japanese markets 


Two markets are great potential users of cottee accord- 
ing to Renato Costa Lima, president of the Brazilian Cot 
ce Institute. They are Japan and the Soviet Union. 

Addressing a special meeting of the board of directors 
of the Pan-American Coffee Bureau, Mr. Costa Lima re- 
ported on a recent trip to these two countries, adding, “I 
am convinced that they can become, in a short time, con 
sumers of substantial quantities of coftee Pointing out 
that under the International Coffee Agreement these coun- 
tries are considered ‘new markets’? Mr. Costa Lima, noted 
that Brazil has pioneered the development of these and 
other markets which are now open to all coffee producing 
countries 

The Institute President reviewed results achieved by 
the International Coffee Agreement to this date, pointing 
out particularly the contribution that Brazil is making so 
that the Agreement can better achieve its purpose and be- 
come increasingly instrumental in maintaining an even 
flow of world coffee supplies. 

Following the report, Andres Uribe C., Columbia's 
representative, proposed a vote of special congratulations 
to Mr. Costa Lima as the world’s champion coffee sales- 
man. The motion was unanimously adopted by the board 


members, 


Ceylon national tea 
marketing corporation formed 


The United States embassy has announced the formation of 
a national tea marketing corporation in Ceylon. Approved 
in principal by the Ceylonese cabinet, the corporation would 
seek to expand the export market by means of bilateral trade 
agreements, and the marketing of any surplus locally by 
undercutting current prices. Proposed initial production is 
21/,-million pounds of tea annually. 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


nutmeg and mace in Grenada 








By DR. ERNEST GUENTHER, Vice President and Technical Director 
Fritzsche Brothers, Inc. 


Part 4 


This is the final report in the outstanding series written 
by Dr. Guenther from on-the-scene observations. Copy- 
righted by Fritzsche Brothers, Inc., the reports have been 
published in Coffee and Tea Industries by spectal arrange- 


meni, 


Processing of the nutmegs 


After delivery at a collecting station, the nutmegs (still 
in their shells) are placed on wooden platforms to a depth 
not exceeding three inches for air-curing. This requires 
from six to eight weeks. The drying is now done indoors. 
The old method of sun-drying on concrete barbecues is no 
longer widely practiced because drying in the hot sun may 
cause the shells to burst and damage even the kernels within 
the shell, adversely affecting flavor and appearance. Because 
of the new method of shade-drying, Grenada nutmegs are 
no longer black in color as was often the case years ago. 

When completely dried, the nuts (still in their shells) are 
sent to one of three processing stations of the Cooperative 
Grenville, Gouyave or Victoria. 

Here the nutmegs are placed in bags or in silos. On 
receipt of orders from abroad, the stored nutmegs are 
cracked cither by hand (with the aid of wooden mallets, 
which create the typical sound so often heard in Grenada), 
or in hammer mills. In the Grenville processing plant the 
cracking is done by the latter method, while in Gouyave 
and Victoria the cracking is still performed by hand. 

Cracking breaks the shells, which are then thrown away 
or used as fuel; they do not contain a worthwhile amoun: 
The kernels, after removal from the shell, 
Those which 


of essential oil 
are thrown into clean water and agitated. 
float are placed on shelves in a special section, or dried 
again and set aside as ‘defectives. (In England the ‘‘de- 
fectives’ are called “grinders.”) The kernels that sink to 
the bottom of the water tank are also thoroughly air-dried 
(for about 48 hours) and are placed on shelves as “sound, 
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unassorted” quailty. 

Final preparation of the 
for the market consists in careful hand picking 
pieces, odd bits and fragments of nutmeg shells and foreign 
Then the ‘sound, unas 


“sound, unassorted’’ nutmegs 


broken 


matter being removed by hand. 
sorted’’ nutmegs are weighed and bagged 
and made ready for shipment. The 


each bag con 


taining 200 Ibs. net 
“defectives” go through the same process. 

Right after being placed in bags, the nutmegs—whether 
‘sound, unassorted’’ or ‘‘defectives’’—are put into a fumi- 
gation chamber, one of which is connected with each pro 
cessing station. Fumigation is carried out with carbon disul- 


Protection against 


fide or cyanogas, and lasts 24 hours. 
insect infestation is thorough; even unshelled nutmegs stored 
in the processing plants prior to cracking are treated against 
pests. The bags, as well as the walls, beams and rafters of 
the buildings are sprayed weekly with DDT solutions, while 
the export warehouses in St. George are treated similarly 
at least once a month, under the supervision of government 
inspectors. As a result of these precautions, the nutmegs 
exported from Grenada are free of insects and there are 
no ‘‘wormies,” such as are found in the spice from the 


East Indies. 


(Continued on following page) 





Export qualities of nutmegs 
Io the North 


quality of nutmegs 


American market, Grenada exports two 

l Sound, unassorted 

2 ‘Defectives”’ 

To England and the European Continent, the following 

qualities are shipped 

| Sound, unassorted”’ 
(80 nutmegs per pound), occasionally 
‘‘one-hundred-and-tens.”’ 
States called ‘‘defec- 


2 Eighties 
and even 
United 


sixty-fives,’ 
Grinders” (in the 
tives ) 

The sound, unassorted”’ grade exported to the United 
States is perhaps the most economical quality for grinding, 
since it contains everything but the ‘‘defectives;” the “sound, 
unassorted” shipments to England and the continent exclude 
the “eighties,” “‘sixty-fives’ and “‘one-hundred-and-tens.” 
he latter three qualities are sold as whole spice for various 


household purposes 


Mace 


As was mentioned above, the crimson mace is removed 
from the shells while still moist and pliable, and after 48 
to 60 hours or drying is delivered to the receiving stations 
of the Cooperative From there the spice 1S transported to 
the processing stations, assorted into grades and placed in 
large airtight wooden bins where it is allowed to cure for 

least six months. During this process, the originally 
crimson mace turns pale yellow. The spice is then assorted 
into final grades according to orders received. 

For export, the higher grades are packed in venesta (or 
tea) cases holding 200 Ibs. net, while the lower grades are 
packed into bags of 165 Ibs. net. The grades are: 

1. “Whole pale” 

z “No. 1, broken” 

3 ‘No. 2, broken 

i. “'Pickings’ 

5. "Siftings’ 

The latter two qualities go mainly to England and Con- 


tinental Europe, 


Present situation and outlook 
As has been noted, Hurricane Janet in 1955 destroyed 
about 75( of the nutmeg trees. Of the remaining 25%, 
about one-half were more or less damaged, but will recover 
within a few years, while the other half were saved and are 
still producing. In other words, right after the hurricane, 
only about one-eighth of the trees were still bearing. 
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In Jamaica, prior to his visit to Grenada, the writer was 
told that a decapitated nutmeg tree requires about four 
(Jamaica suffered from a 


years for complete recovery. 
; Since it can be 


serious hurricane some five years ago.) 
assumed that this applies also to Grenada, it may be taken 
for granted that 25% of the nutmeg trees existing before 
the hurricane were in full production in 1958; this is con- 
firmed by the production total for 1957. Incidentally, the 
trees, much wider spaced since the hurricane, will bear 
about 60% more fruit than they did before that catastrophe. 
This should help alleviate the present shortage of nutmeg. 

Since the hurricane, a great number of trees have been 
planted almost everywhere by large and small growers alike 

mostly from seed. As was pointed out earlier, the nutmeg 
tree is slow growing, requiring about 15 years to begin 
to pay its “board and lodging.” 

Nutmeg production in Grenada ought to be back to the 
pre-hurricane (1954) level in seven to nine years, although 
some experts speak of a longer time. A substantial produc- 
tion can be expected in four years, provided, of course, that 
the weather remains favorable. It is the uncertain weather 
conditions that make predictions difficult, 


Production and export figures 


Prior to the 1955 hurricane, Grenada produced annually 
from 5,000,000 to 6,000,000 Ibs. of nutmegs, including 
“defectives.” In the fall of 1955, the bulk of the year's 
production remained unsold in the warehouses of the Cooper- 
ative and a new bumper crop (about 50° higher) was ex- 
pected, with prices disastrously low. The Cooperative found 
itself in a very serious position. Then, on September 21st, 
when Hurricane Janet struck, it completely reversed the 
situation. The 6,000,000 Ibs. of nutmegs stored in the 

(Continued on page 52) 
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INDIAN COFFEE 


for distinctive flavour and aroma 


Coffee beans are carefully checked by trained 
women who are traditionally experts in this work Ra from planting the seed to stitching 


the bag for export, Indian Coffee is handled 


by trained and experienced people at every stage. 
I N D [AN Grown in ideal surroundings of South India, 
Indian Coffee is preferred by connoisseurs all over 
the world for its delicate flavour. 
CO - FE E The care of the planters, the constant vigilance 
of the Research Department of the Board,and their 


advice in modern methods of plantation and 


for discriminating consumers processing ensure the established reputation for 
high quality of Indian Coffee. 
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warchouses became valuable stock on which the Cooperative 
has been able to draw since the hurricane. 

In 1957, production of nutmeg amounted to slightly more 
than 1,500,000 Ibs. and that of mace to about 225,000 Ibs 

According to the report of the Grenada Cooperative Nut- 
meg Association dated (November 7th, 1957) sales of Nut- 
megs during the year ended June 30th, 1957, amounted 
to 1,999,920  Ibs., totaled 116,296 
Ibs 

A more recent report (dated November 8th, 1958) of the 
Association states that during the year ended June 30th, 
the following deliveries were made to the Associ- 


while those of mace 


1958 
ation 
Nutmegs 967.607 Ibs green ; 276.995 lbs. dried: 9,485 
Ibs, cracked grinders 
Mace 


broken mace 


93,462 lbs., dried whole mace; 15,858 Ibs. dried 

Based on agreed percentages, the above was estimated 
to yield 677,587 Ibs. equivalent cracked nutmegs and 102,- 
162 Ibs. equivalent cured mace. 

The total sales for the pe riod were: To the U.S.A., 170,- 
000 Ibs. of nutmegs, 32.50% of the total, and 13,400 Ibs. 
of mace, 7.62% of the total; to the U.K., 124,035 Ibs. of 
nutmegs (23.7147) and 152,209 Ibs. of mace (86.63% ) ; 
to Canada, 76,600 Ibs. of nutmegs (14.6407) and 10,080 
lbs. of mace (5.74); to other countries, 152,551 Ibs. of 
nutmegs (29.156 ) and 27 Ibs. of mace (0.01%). The 
totals are 523,186 Ibs, of nutmegs and 175,716 lbs. of mace. 


The Nutmeg Cooperative 


The Grenada Cooperative Nutmeg Association, comprising 
more than 6,200 member growers, and with headquarters in 
St. George, has its own collecting stations, processing plants 
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and warchouses scattered throughout the nutmeg producing 
regions. It advises and assists its members in the culti- 
vation of the tree; it purchases the dried spice for curing, 
which is very carefully carried out im the Cooperative pro- 
cessing plants; then it grades and prepares the spice for 
shipment abroad. 

The Cooperative acts as the sole exporter of nutmeg and 
mace, and establishes prices that assure the member growers 
a reasonable profit, and at the same time it protects the 
foreign consumer against excessive price fluctuations and 
provides him a regular supply. 


Essential oil of nutmeg 


There is one nutmeg distillery in Grenada that produced 
as much as 8,000 Ibs. of oil per year prior to the hurricane, 
the output usually being sold to England. This distillery is 
located in the Parish of St. John. It is a large estate, com- 
prising more than 1,000 acres of various crops. 

For distillation, the nutmegs were crushed in an old- 
fashioned sugar mill and soaked overnight with water. In 
the morning, the water had been absorbed by the mass and 
live steam was blown through it for about 24 hours. The 
yield of oil amounted to approximately 90 Ibs. per 1,200 
Ibs of nutmegs. 

At the present time no oil is distilled because of the 
prevailing high prices of the spice. As a rule, the oil was 
produced only on demand from abroad, not as a regular 
product. 


Production on other West Indian islands 


Small quantities of nutmeg and mace are produced on 
the islands of St. Lucia, St. Vincent, Trinidad and Jamaica. 
Exports from these islands are in very limited quantities 
only 


General remarks 


The nutmeg industry in Grenada is obviously closely af- 
fected by producing conditions in the competitive Indonesian 
Archipelago. Under Dutch rule, the nutmeg industry in the 
latter region was well regulated, and a high level of pro- 
duction was more or less assured. But with the present polli- 
tical turmoil, nutmeg plantings have been neglected; ap- 
parently small native growers no longer care to collect the 
spice, since more attractive crops, easier to tend, lie at hand 

such as copra. Obviously, as production of the Indone- 
sian nutmeg falls, demand for the West Indian spice will 
increase. It is not impossible that, if the chaos in Indo- 
nesia continues, the day may come when the world will look 
to Grenada for most of its nutmeg and mace. 


Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 
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EPPENS, SMITH IS READY 
FOR THE SUMMER 
ICED COFFEE BOOM! 


pte en 


Holland House 


INSTANT 


COFFEE 
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HornAn? 
House 
COFFEE 


“THE BLEND'S THE THING!” 


. with HOLLAND HOUSE coffee (regular 
and instant) and HOLLAND HOUSE tea, 
exclusive products of the Eppens, Smith 
Company, Inc. 


EPPENS, SMITH CO., INC. 
520 Secaucus Rd. Secaucus, N. J. 


LOngacre (N. Y.) 3-6264 


The extensive facilities of Eppens, Smith Co., Inc.'s 
modern, new plant can be put to work for you, roast- 
ing, blending and packing your own private label 
brand coffee or tea. 


COFFEE SERVICE 


Since 1855 we have been Importers and Jobbers of 
a full line of green coffees, Roasters, Blenders, and 
Packers of highest quality coffee. Our service in- 
cludes: supplying green coffee, roasting and blending 
to your specifications, packing under your label . . . 
including instant coffee: samples of your coffee 
matched and prices quoted. 


TEA SERVICE 


Since 1855 we have been direct importers of teas 
from all tea producing countries. We, therefore can 
supply you with all your requirements for bulk tea, 
and tea bags. We will pack to your specifications 
and under your label. 


Our modern plant, conveniently located for highway 
and rail transportation, plus the Eppens, Smith 
Company's 102 years of experience, assure you the 
lowest prices for quality products, and the utmost in 
dependable service. 


E. L. Foster, Manager, Boston: 
156 State St. 

Ted Seidel, Manager, Baltimore: 
4033 West Rogers Ave. 

Herbert Powers, Manager, Phila.: 
53 S. Front St. 

F. M. Bade, Buying Office, 
100 Front St., New York 


UNion 5-0200 














Let us carry that for you 


More than forty-five years’ experience in handling coffee. 

Regular sailings from the ports of BRASIL to U.S. EAST and WEST 
COAST ports via American Republics and Pacific Republics Lines; 
and from the ports of SOUTH and EAST AFRICA and INDIAN OCEAN 
ISLANDS to U.S. EAST COAST ports via Robin Line. 

American Flag Ships... fast, frequent and most dependable service. 


Tel: Digby 4-5000 


. MOORE- -MeCORMAGK 


Two Broadway New York 4, N. Y. 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 

Abl Trans Car—Ahlmann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Af-Pac—African Pacific Line 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-W/n—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-W est African Line 
Baron—Baron lino Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Carib—Caribbean Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co. 
Farrell—Farrell Lines 
Grace—Grace Line 


Granco—Grancolombiana (New York), Inc. 
Gulf—Gulf & South American Steamship Co., Ine. 


- Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





GW A—Gulf West Africa Line 
Hellenic—Hellense Lines Lid. 
Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Int—Holand-Interamerica Line 
Independence- ~Independence Line 
lsthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 

R Neth—Royal Netherland Steamship Co. 
Robin—Robin Line 


Abbreviations for ports 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

W es-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—lJacksonville 
LA—Los Angeles 
M!/—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
PS—Puget Sound 
Sa—Savannah 
SD—San Diego 
SF—San Francisco 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 





COFFEE BERTHS 





SAILS SHIP 


ABIDJAN 


12. Perang Eid-Dem NY3/2 Ba3/5 
20 Dei Santos Delta N03/8 

23 Tatra Am-WAfr USA3/15 

24 «Afr Sun Farrell NY3/12 

27 Ondo Eld Dem NY3/14 Ba3/17 
6 Rosita 
15 Tana Am-WAfr USA3/31 
17 Afr Grove Farrell NY4/3 
/23 Del Alba Deita N04/8 
30 Afr Glade Farrell NY4/16 
1 Del Aires Delta N04/17 
2 ~~ Lorima BI-Dia NY4/20 
3 =Vinga 
15 Afr Dawn Farrell NY5/2 
/21 Del Santos Delta N05/6 
27 «Afr Glen Farrell NY5/14 
14° Afr Sun Farrell NY5/31 


ANGRA dos REIS 


Mormacsea 

Del Oro Delta 
2 Mormachawk 
2 Cap Castillo Col 
2 Mormacdove 
3 Del Mundo Delta 
3/ Mormacwren 
3/12 Mormacowl 


N03/7 Ho3/11 


NO3/21 Ho3/25 


FEBRUARY, 960 


Sev-Stars NY3/22 Bo3/24 Pa3/26 Ba3/28 Nf3/29 


Sev-Stars NY4/19 Bo4/21 Ba4/25 Nf4/27 


Am-Rep Jx3/22 NY3/26 Ho3/29 Pa3/31 Bad/1 Nf4/2 
Am-Rep NY3/29 Bo4/1 Pa4/3 Ba4/5 


SAILS SHIP LINE 


3/12 Cap Bonavista Col 
3/20 Mormacyork Am-Rep 
3/24 Del Rio Delta 
4/7 Del Sol Delta 
4/21 Del Vaile Deita 


BARRIOS 


2/12 Box Hill UF ruit 
2/15 Karl Christian Carib 

2/15 Jytte Skou UF rit 
2/19 Christiane UF nuit 
2/20 Flynderborg Carib 

2/22 Arctic Gull UF rit 
2/26 Leith Hill UF ruit 
2/29 Arctic Tern UF ruit 
3/4 Box Hill UFruit 
3/7 = Jytte Skou UF ruit 
3/11 Christiane UFrit 

3/14 Arctic Gull UF ruit 
3/18 Leith Hill UFruit 
3/21 Arctic Tern UF ruit 


Am-Rep Nf2/27 Ba2/28 Pa3/1 NY3/2 Bo3/5 Ha3/6 3/25 Box Hill UFruit 


3/28 Jytte Skou UFruit 


Am-Rep Jx3/4 NY3/8 Bo3/11 Pa3/13 Ba3/14 
NY3/13 Bo3/16 Pa3/18 Ba3/20 
Am-Rep NY3/15 Ba3/18 Nf3/19 Pa3/21 Bo3/23 Ha3/24 


BUENAVENTURA 


2/12 Merchant Gulf 
2/12 Cd. de Guayaquil Granco 


DUE 
NY3/27 Pa3/30 Ba3/3 


1 Bo4/2 MI4/7 


Jx4/5 NY4/7 Bo4/10 Pa4/12 Ba4/14 Nf4/15 


N04/11 Ho04/15 
N04/25 Ho4/29 
NO5/11 Ho5/18 


Ho2/18 NO02/21 
Pa2/23 NY2/24 
NY2/21 

Ho2/25 N02/28 
Pa3/1 NY3/2 
NY2/28 

Ho3/3 N03/6 
NY3/6 

Ho3/10 NO3/13 
NY3/13 

Ho3/17 N03/20 
NY3/20 
Ho3/24 NO03/27 
NY3/27 

Ho3/31 N04/3 
NY4/3 


Ho2/20 N02/26 
Ba2/18 Pa2/19 NY2/21 





SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


Mishima Maru Baron NY4/13 
Lawak Nediloyd NY4/18 LAS5/6 SF5/11 P05/16 Se5/21 Va5/26 
Espen Afr-Pac LAS/10 SF5/13 Po5/17 Se5/20 Va5/22 


2/16 Cd. de Cali Granco 02/2 N02/28 3 
17 Santa ines Grace Ba2/28 3 
18 Cd. de Manizales Granco 28 SF3/4 NO3/17 5 

2/19 Manuel Mejia Granco a2/2 Pa2/26 NY2/28 4 Afr Planet Farrell Bo5/3 NY5/5 

>/23 Shipper Guif 3/2 N03/8 4 Tomishima Maru Baron NY5/4 

Cd. de Pasto Granco 3 Pa3/4 NY3/6 4 Frieslard Nediloyd NY5/17 LA6/4 SF6/7 P06/12 Se6/16 Va6/21 
Banker Gulf 12 N0O3/18 4 Leopold Afr-Pac LAS/25 SF5/30 Po6/4 Se6/8 Va6/10 
23 N0O3/29 4 Afr Moon Farrell Bo5/14 NY5/16 
5 Sakishima Maru Baron NY6/12 
5 Afr Star Farre.t BoS/11 NY6/13 
5 Afr Rainbow Farrell Bo6/25 NY6/27 


Farmer Gulf 


CORINTO 
2,19 Dundee 6 


2/20 El Salvador 2/29 NO3/4 DJIBOUTI 


3/12 Costa Rica 27 
3/13 Managua 3/20 NO3/25 2/28 Sarangan Nedlloyd NY3/23 LA4/10 SF4/14 Po4/21 Se4/24 Va4d/27 
3/26 Lawak Nediloyd NY4/18 LAS/6 SF5/11 Po5/14 Se5/21 Va5/16 
CORTES 4/24 Friesland Nedlloyd NY5/17 LA6/4 SF6/7 P06/12 Se6/16 Va6/21 
Box Hill UF ruit 18 NO2/21 DOUALA 
Jytte Skou UFruit 2/21 
Karl Christian Carib a2/23 NY2/24 20 Tatra Am-WAfr USA3/15 
Flynderborg Carib a3/1 NY3/2 23 Bandama BI-Dia NY3/19 
Christiane UF ruit 2/25 N02/28 25 Rosita Sev-Stars NY3/22 Bo3/24 Pa3/26 Ba3/28 Nf3/29 
Arctic Gull UFruit 28 10 Afr Glade Farrell NY4/16 
Leith Hill UF ruit 3/3N03/6 ll Tana Am-WAfr USA3/31 
Arctic Tern UFruit 6 3/24 Vinga Sev-Stars NY4/19 Bo4/21 Pa4/23 Ba4/25 Nid/27 
24 Lorima BI-Dia NY4/20 


Box Hill UF ruit 10 NO03/13 
Jytte Skou UFruit NY3/13 7 Afr Glen Farrell NY5/14 


Christiane UFruit Ho3/17 NO3/20 
Arctic Gull UF ruit NY3/20 GUATEMALA 


Leith Hill UF rust Ho3/24 N03/27 

Arctic Tern UF ruit NY3/27 2/15 Santa Anita Grace LA2/22 SF2/24 PS3/2 

Box Hill UFruit Ho3/31 NO4/3 2/16 Chili French LA2/22 SF2/26 Va3/3 Se3/6 Po3/7 

Jytte Skou UF ruit NY4/3 3/13 Maryland French LA3/19 SF3/23 Va3/28 Sed/1 Po4/5 
3/22. G. Ferraris Italian LA3/28 SF3/31 Po4/3 Se4/5 Vad/6 


DAR es SALAAM 
GUAYA I 
Francois Afr-Pac LA3/28 SF3/31 Po4d/3 Se4/6 Va4/8 QU L 
Sarangan Nediloyd NY3/23 LA4/10 SF4/14 P04/21 Se4/24 Va4/27 2/11 Cd. de Cali Granco H02/25 NO2/28 
Afr Rainbow Farrell Bo3/23 NY3/25 2/15 Manuel Mejia Granco Ba2/25 Pa2/26 NY2/28 
Afr Pilot Farrell Bo4/3 NY4/5 2/22 Cd. de Pasto Granco Ba3/3 Pa3/4 NY3/6 


» oe a 











AFRICA SERVICE 
Fast Monthly Sailings 
FROM: 

East Africa, Djibouti and Assab 
VIA: Mediterranean 
TO: Atlantic Coast Ports, New 
Orleans* and Pacific Coast Ports 





Optional Bills of Lading Issued For 
Atlantic Coast / Gulf / Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 


NU y)} at 
* ! | i " ae — 


San Francisco 
Transpacific Transportation Co 
351 California Street 


\ ) 1607 American Bank Bldg. 


Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 


* Direct or with transshipment 











"One of Nedlloyd's fast freighters!" 





—Peug Weed 
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SAILS SHIP LINE SAILS SHIP LINE 
LIBERTAD PARANAGUA 


Dundee Mam NY3/6 2/13 Del Oro Deita N0O3/7 Ho3/11 
El Salvador Mam Ho2/29 N03/4 2/15 Mormachawk Am-Rep Jx3/4 NY3/8 Bo3/1l1 Pa3/13 aB3/14 
Costa Rica Mam NY3/27 2/17 ~~ Paraguai Lloyd NY3/6 
Managua Mam Ho3/20 N0O3/25 2/21 ‘Brasil Lloyd N03/12 Ho3/18 
2/22 Del Norte Delta N03/9 Ho3/16 
2/23 Cap Castillo Col NY3/13 Bo3/16 Pa3/18 Ba3/20 
2/23 Mormacdove Am-Rep NY3/15 Ba3/18 Nf3/19 Pa3/21 Bo3/23 Ha3/24 
NY3/6 aa ee Pac- Rep a od SF3/25 Va4/3 Se4/5 Po4/7 
quador Lloyd Y3/ 
aoa au Mai 2/29 Del Mundo Delta NO3/21 Ho03/25 
ieee 03/20 NO3/25 3/1 Mormacwren Am-Rep Jx3/22 NY3/26 Bo3/29 Pa3/31 Ba4/1 Nf4/2 
3/7 Del Sud Delta N03/23 Ho3/30 
3/7 Mormacowl Am-Rep NY3/29 Bo4/1 Pa4/3 Ba4/5 
3/9 Cap Bonavista Col NY3/27 Pa3/30 Ba3/31 Bo4/2 MI4/7 
LOBITO 3/9 Mormacsurf § Pac-Rep LA4/5 SF4/8 Va4/17 Se4/19 Po4/21 
2/13 Lubilash 3/12 Del Viento Delta NO4/4 Ho4/8 
3/14 Mormacyork Am-Rep Jx4/5 NY4/7 Bo4/10 Pa4/12 Ba4d/14 Nf4/15 
3/14 Cap Frio Col NY3/19 Bo3/21 Pa4/2 Ba4/3 
3/14 Sheratan BI-Dia NY4/4 Bo4/7 Ba4/10 Pa4/12 
LUANDA 3/21 Del Rio Delta NO4/11 Ho04/15 
13 Del Santos Delta 3/23 Mormacaisle Pac-Rep LA4/19 SF4/22 Va5/1 Se5/3 Po5/5 
13 Afr Sun Farrell 3/28 Del Mar Delta N04/13 Ho4/20 
Lubilash B-Afr 4/2 Del Sol Delta N04/25 Ho4/29 
Afr Grove Farrell 4/4 = Zosma BI-Dia NY4/25 Bo4d/28 Ba5/1 
Del Alba Deita 4/11 Del Norte Delta N04/27 Ho5/4 
Afr Glade Farrell Dei Valle Delta N0O5/9 Ho5/13 
Del Aires Delta Del Sud D2ita NO5/11 Ho5/18 


Afr Glen Farrell 
Del Santos Delta 


Afr Sun Farrell RIO de JANEIRO 


2/10 Sandanger Wes-Lar LA3/7 SF3/9 Po3/15 Se3/17 Va3/18 
MATADI 2/11 Panama Lloyd NY2/26 
/ 
11 Del Santos Delta NO3/8 2/11 Del Mar Delta NO2 /24 Ho3/2 
Puhilash B-Af NY3/11 2/13 Mormacsea Delta N0O3/7 Ho3/11 
pray p Ore sr fe 2/19 Del Oro Am-Rep Nf2/27 Ba2/28 Pa3/1 NY3/2 Bo3/5 Ha3/6 
phous as ame 2/20 Marmackawk Am-Rep Jx3/4 NY3/8 Bo3/11 Pa3/13 Ba3/14 
Pei oe 2/20 Mormacguif  Pac-Rep LA3/22 SF3/25 V2d/3 Se4/5 Pod/7 
Del Aires Deita N04/8 : 
Del A Delt NO4/17 Paraguai Lloyd NY3/6 
ai oe vi Del Norte Delta N03/9 H03/16 
Afr Dawn Farrell NY5/2 Z 
Afr Gl Gansit NYS/14 2 Brasil Lloyd NO3/12 Ho03/18 
jee ans /26 Cap Castillo Col NY3/13 Bo3/16 Pa3/18 Ba3/20 
Det Santos Delta N05/6 . 
Afr S 5 i NYS/31 Argentina Am-Rep NY3/8 
ae as Mormacdove  Am-Rep NY3/15 Ba3/18 Nf3/19 Pa3/21 Bo3/23 Ha3/24 
Equador Lloyd NY3/16 
Del Mundo Delta N03/21 Ho03/25 
MOMBASA Mormacsurf Pac-Rep LA4/5 SF4/8 Va4/17 Se4/19 Po4/21 
10 Francois Afr-Pac LA3/28 SF3/31 Pod/3 Se4/6 Va4/8 Mormacwren Am-Rep Jx3/22 NY3/26 Bo3/29 Pa3/31 Ba4/l Nf4/2 
11 Masashima Maru Baron =NY3/19 /10 Del Sud Delta N03/23 Ho03/30 
17 Afr Rainbow Farrell ~B03/23 NY3/25 Brasil Am-Rep NY3/22 


23 Sarangan Nedlloyd NY3/23 LA4/10 SF4/14 Po4/21 Se4/24 Vad/27 Cap Bonavista Col NY3/27 Pa3/30 Ba3/31 Bo4/2 MI4/7 
27. «Afr Pilot Farrell Bo4/3 NY4/5 Mormacow| Am-Rep NY3/29 Bo4/1 Pa4/3 Ba4/5 


7 Mishima Maru Baron NY4/13 Mormacisle Pac-Rep LA4/19 SF4/22 Va5/1 Se5/3 Po05/5 
21 Lawak Nedlloyd NY4/18 LA5/6 SF5/11 Po5/16 Se5/21 Va5/26 / Cap Frio Col NY3/29 Bo3/31 Pa4/2 Ba4/3 


21 Espen Afr-Pac LA5/10 SF5/13 Po5/17 Se5/20 Va5/22 Del Viento Delta N04/4 H04/8 
26 Afr Planet Farrell Bo5/3 NY5/5 Mormacyork Am-Rep Jx4/5 NY4/7 Bo4/10 Pa4/12 Ba4/14 Nf4/15 


7 Tomishima Baron NYS/14 Del Rio Delta NO4/11 Ho4/15 
12 Leopold Afr-Pac LA5/25 SF5/30 Po6/4 Se6/8 Va6/10 De! Mar Delta N04/13 Ho4/20 
13 Afr Moon Farrell Bo5/14 NY5/16 Del Sol Delta N04/25 Ho4/29 
19 ‘Friesland Nediloyd NY5/17 LA6/4 SF6/7 Po6/12 Se6/16 Va6/21 

6 Afr Stas Farrell 606/11 NY6 13 valine ee ee es 
7 Sakishima Maru Baron NY6/12 Del Valle Delta NO5/9 Ho5/13 
20 Afr Rainbow Farrell Bo6/25 NY6/27 Del Sud Delta NO5/11 Ho05/18 
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This is Our 75th Year of Tea Importing 


IRWIN-HARRISONS-WHITNEY 1c. 


NEW YORK « PHILADELPHIA * BOSTON « CHICAGO + SAN FRANCISCO » SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 











FEBRUARY, 1960 





SAILS 


SHIP 


SANTOS 


2 


? 


? 


4 


ef fF fF SVvVwve wv ww ww ww ww wwe 


19 
19 


16 


Del Mar 
Panama 
Mormacsea 
Del Oro 
Mormachawk 
Paraguai 
Mormacgulf 
De! Norte 
Brasi| 

Cap Castillo 
Argentina 
Mormacdove 
Equador 
Del Mundo 
Mormacwren 
Mormacsurf 
Del Sud 
Brast! 
Mormacowl 
Cap Bonavista 
Sheratan 
Cap Frio 
Del Viento 
Mormacyork 
Mormacisie 
De! Rio 

De! Mar 
Zosma 

Del Sol 

Del Norte 
Dei Valle 
Del 


Sud 


ANGA 


Sarangan 
Lawak 
Friesland 


VICTORIA 


21 


4/6 
3/20 Del Viento 


3 


é/ 


) 


4/10 


1 


24 


Del Oro 
Del Mundo 


Del Rio 
Dei Sol 
Del Valle 


Deita 
Lloyd 
Am- Rep 
Deita 
Am-Rep 
Lloyd 


Pac-Rep 


Delta 
Lioyd 
Col 
Am-Rep 
Am-Rep 
Lloyd 
Deita 
Am- Rep 


Pac- Rep 


Delta 
Am- Rep 
Am-Rep 
Col 
BI-Dia 
Col 
Delta 
Am-Rep 


Pac-Rep 


Delta 
Delta 
BI-Dia 
Deita 
Deita 
Delta 
Delta 


Nedlloyd 
Nedlloyd 
Nediloyd 


NO2/24 Ho3/2 
NY2/26 

Nf2/27 Ba2/28 Pa3/31 
N03/7 Ho3/11 

Jx3/4 NY3/8 Bo3/11 Pa3/13 Ba3/14 
NY3/6 

LA3/22 SF3/25 Va4/3 Sed/5 
N03/9 Ho3/16 

NO3/12 Ho3/18 

NY3/13 Bo3/16 Pa3/18 Ba3/20 

NY3/8 

NY3/15 Ba3/18 Nf3/19 Pa3/21 Bo3/23 Ha3/24 
NY3/16 

N03/21 Ho3/25 

Jx3/22 NY3/26 Bo3/29 Pa3/31 Ba4/1 Nf4/2 
LA4/S SF4/8 Va4/17 Se4/19 Po4/2] 

N03/23 Ho03/30 

NY3/22 

NY3/29 Bo4/1 Pa4/3 Ba4/5 

NY3/27 Pa3/30 Ba3/31 Bo4/2 MI4/7 

NY4/4 Bo4/7 Ba3/10 Pa4/12 

NY3/29 Bo3/31 Pa4/2 Ba4/3 

N04/4 Ho4/8 

Jx4/5 NY4/7 Bo4d/10 Pad/12 Bad/14 Nf4/15 
LA4/19 SF4/22 Va5/1 Se5/3 Po5/5 

NO4/11 Ho4/15 

N04/13 Ho4/20 

NY4/25 Bo4/28 Ba5/1 Pa5/3 

N04/25 Ho04/29 

N04/27 Ho5/4 

N05/9 Ho5/13 

NO5/11 Ho5/18 


NY3/2 Bo3/5 Ha3/6 


Po4/7 


NY3/23 LA4/10 SF4/14 Po4/21 Se4/24 Va4/27 
NY4/18 LAS/6 SF5/11 Po05/16 Se5/21 Va5/26 
NY5/17 LA6/4 SF6/7 P06/12 Se6/16 Va6/21 


NO3/7 Ho3/11 
NO3/21 Ho03/25 
N04/4 Ho04/8 

NO4/11 Ho4/15 
N04/25 Ho4/29 
NO5/9 Ho5/13 





TEA BERTHS 





CALCUTTA 


? 


9 


10 
12 


20 


9 


10 
12 


20 


Steel Age 
Jaladhruy 


Badger State 
H. Torch 
Steel Vendor 
Jalacopal 


Bay State 


Isthmian 


Scindia 


Isthmian 


Hellenic 


Isthmian 


Scindia 


Isthmian 


N03/17 
Bo3-12 NY3/13 Pa3/16 Ba3/17 
N03/25 


Nf3/18 $a3/20 

Ho3/29 Ga3/31 

NY3/31 NO4/8 

NY4/11 NO4/24 

N04/16 

Bo4/13 NY4/15 Pa4/17 Ba4/18 
N04/24 


Nf4/19 Sa4/21 
Ho4/28 Ga4/30 
NY4/29 NO5S/8 


SAILS 


SHIP 


COCHIN 


2/15 
15 
16 
18 


13 


Ranee 
Buchanan 
Steel Traveler 
Jaladhruv 


Adams 
Stee! Architect 
Goya 


Badger State 
Monroe 

Steel Advocate 
H. Torch 
Jalacopal 


Hayes 
Steel Executive 
Drake 


Bay State 
Arthur 
Steel Rover 


COLOMBO 


/13 
14 
14 
16 


21 


27 
27 


ll 


Buchanan 
Steel Age 
Stee! Traveler 
Jaladhruy 


Laura 
Adams 
Goya 


Badger State 
Anna 

Stee! Advocate 
Steel Vendor 


Jalagonal 
Hulda 
Hayes 
Drake 


Bay State 
Arthur 
Luna 

Steel Rover 


DJAKARTA. 


13 
18 
18 
24 
28 
17 
18 
26 
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Steel Architect 
Pierce 

Anna 

Steel Advocate 
Tyler 

Madison 

Luna 

Steel Rover 


DJIBOUTI 


2/15 
2/20 


H Sky 
Steel Age 


BRAZILS 


SANTOS « PARANAGUA « ANGRA « RIO DE JANEIRO 


F 


Hellenic 
Am- Pres 
Isthmian 
Scindia 


Am- Pres 
Isthmian 
Hoegh 


Isthmian 
Am- Pres 
Isthmian 
Hellenic 
Scindia 


Am- Pres 
Isthmian 
Hoegh 

Isthmian 


Am- Pres 
Isthmian 


Am- Pres 
Scindia 

Isthmian 
Isthmian 


Maersk 
Am- Pres 
Hoegh 


Isthmian 
Maersk 
Isthmian 
Isthmian 
Scindia 


Maersk 
Am- Pres 
Hoegh 


Isthmian 
Am- Pres 
Maersk 

Isthmian 


Isthmian 
Am- Pres 
Maersk 

Isthmian 
Am- Pres 
Am- Pres 
Maersk 

Isthmian 


Hellenic 
Isthmian 


NY3/18 N03/30 

NY3/20 Bo3/24 Pa3/26 Ba3/27 HR3/28 

Bo3/14 NY3/15 

Bo3/12 NY3/13 Pa3/16 Va3/17 Nf3/18 Sa3/20 
NO3/25 Ho3/29 Ga3/31 


NY3/2 Bo3/6 Pa3/8 Ba3/9 HR3/11 


Bo3/25 NY3/26 
Ha4/1 Bo4/4 NY4/5 Pa4/8 Ba4/9 Nf4/10 Gad 
Ho4/17 NO4 


15 
19 


NY3/31 NO04/8 
NY4/17 Bo4/21 Pa4/24 HR4/25 
Bo4/9 NY4/10 
NY4/11 NO4/24 
Bo4/13 NY4/15 Pa4/17 Va4/18 Nf4/19 Sad, 

N04/24 Ho4/28 Gad 
NY4/29 Bo5/4 Pa5/6 Ba5/7 HR5/9 
Bo4/24 NY4/25 
Ha4/30 Bo5/3 NY5/4 Pa5/7 Ba5/8 Nf5/9 GaS 
NY4/29 NO5/8 

Ho5/16 NOS 

NY5/13 Bo5/18 Pa5/20 Ba5/21 HR5/23 
Bo5/10 NY5/11 


NY3/20 Bo3/24 Pa3/26 Ba3/27 HR3/28 
Bo3/12 NY3/13 Pa3/16 Ba3/17 Nf3/18 Sa3 
N03/17 
Bo3/14 NY3/15 
N03/25 Ho3/29 Ga3 
Ha3/18 NY3/20 
NY3/2 Bo3/6 Pa3/8 Ba3/9 HR3/11 
Ha4/1 Bo4/4 NY4/5 Pa4/8 Ba4/9 Nf4/10 Gad 
Ho4/17 N04 
NY3/31 NO4/8 
NY4/7 MI4/22 
Bo4/9 NY4/10 
N04/16 
Bo4/13 NY4/15 Pa4/17 Ba4/18 Nf4/19 Sad 
N04/24 Ho4/28 Ga4/ 
Ha4/16 NY4/18 Mi5/5 
NY4/29 Bo5/4 Pa5/6 Ba5/7 HR5/9 
Ha4/30 Bo5/3 NY5/4 Pa5/7 Ba5/8 Nf5/9 Gad 
Ho5/16 N95 
NY4/29 NO5/8 
NY5/13 Bo5/18 Pa5/20 Ba5/21 HR5/23 
NY5/7 MI5/24 
Bo5/10 NY5/11 


Bo3/25 NY3/26 

LA3/25 NY4/10 Ba4/17 Bo4/21 
NY4/7 MI4/22 

Bo4/9 NY4/10 

LA4/9 NY4/25 Ba5/2 Bo5/6 
LA4/25 NY5/11 Ba5/17 Bo5/21 
NY5/7 MI5/24 

Bo5/10 NY5/11 


NY3/16 N03/30 
N03/17 


CENTRAL AMERICANS 


COSTA RICA * GUATEMALA +» NICARAGUA + SALVADOR 


COLOMBIANS 


MEDELLIN + ARMENIA + MANIZALES + SEVILLA » GIRARDOT 


r 


F 


& TEA 


. _W. R. GRACE & co. 


INDUSTRIES 


and The Flavor Field 





Let’s support the industry— 


wide Iced Coffee campaign. 


C. A. MACKEY & CO.. INC. 


NEW YORK, N. Y. NEW ORLEANS, LA. 
Port Au Prince, Haiti Ciudad Trujillo, Dominican Republic 














TORIM LINES 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 
GENERAL AGENTS 
24 STATE STREET CABLE: TORMLINE NEW YORK 4, NEW YORK 


SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


Ranee Hellenic NY3/18 NO03/30 3/27 Turandot Barb-Wn NY4/25 

Stee! Traveler Isthmian Bo3/24 NY3/15 3/31 Van Buren Am-Pres LA4/16 $D4/22 SF4/25 

Steel Architect Isthmian Bo3/25 NY3/26 4/3 Tagaytay Barb-Wn LA4/20 NY5/5 

Badger State Isthmian NY3/31 NO4/8 4/5 Wilson Am-Pres $SF4/19 

Nordland Hellenic NY4/4 NO4/18 4/10 Chastine Maersk SF4/26 NY5/13 

Goya Hoekh Ha4/1 NY4/5 Pa4/8 Bad/9 NF4/10 4/12 Harrison Am-Pres LA4/28 SD5/4 SF5/7 
Ho4/17 


Steel Vendor Isthmian NO4/16 
” : SHIMIZU 


Stee! Advocate Isthmian Bo4/9 NO4/10 
H. Torch Hellenic NY4/11 NO4/24 Ming Pioneer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 
Steel Executive Isthmian Bo4/24 NY4/25 Harrison Am-Pres LA2/25 S$D3/1 SF3/4 
Bay State Isthmian NY4/29 NO5/8 Susan Yamashita NY3/18 Pa3/23 Ba3/24 Nf3/27 
Drake Hoegh Ha4/30 NY5/4 Pa5/7 Ba5/8 Nf5/9 Fernstate Maersk SF2/26 NY3/15 

Ho5/16 Yamataka Maru Barb-Wn LA2/29 NY3/15 

Muse Pioneer NY3/19 Ba3/23 Nf3/25 Pa3/27 

Johnson Am-Pres LA3/12 $D3/20 SF3/23 
Maren Maersk LA3/12 NY3/27 
Troubadour Barb-Wn NY3/26 
Mart Pioneer NY3/26 Ba3/30 Nf4/3 Pa4/5 Bod/8 
Toreador Barb-Wn LA3/20 NY4/4 
Rita Maersk SF3/26 NY4/11 
Taylor Am-Pres LA3/25 $D3/31 SF4/3 
Ferncliff Barb-Wn LA3/29 NY4/13 
Yamawaka Maru Yamashita NY4/18 Pa4/22 Ba4/24 Nf4/27 
Effie Maersk LA4/11 NY4/26 
Turandot Barb-Wn NY4/25 
Van Buren Am-Pres LA4/16 $D4/22 SF4/25 
Tagaytay Barb-Wn LA4/20 NY5/5 
Chastine Maersk SF4/26 NY5/13 
Harrison Am-Pres LA4/28 S$D5/4 SF5/7 


Stee! Rover Isthmian Bo5/10 NY5/11 


HONG KONG 


Yamataka Maru Yamashita NY3/18 Pa3/23 Ba3/24 Nf3/27 

Wilsor Am-Pres SF3/4 LA3/9 

Mart Pioneer NY3/26 Ba3/30 Nf4/3 Pa4/5 Bo4 8 

Maren Maersk LA3/12 NY3/27 

Troubadour Barb-Wn NY3/26 

Toreador Barb-Wn LA3/20 NY4/4 

Jefferson Am-Pres LA3/14 NY3/30 Ba4/3 Bo4/6 

Hoover Am-Pres SF3/19 

Rita Maersk SF3/26 NY4/11 

Ferncliff Barb-Wn LA3/29 NY4/13 

Cleveland Am-Pres SF3/28 LA4/2 

Yamawaka Maru Yamashita NY4/18 Pa4/22 Ba4/24 Nf4/27 

Effie Maersk LA4/11 NY4/26 

Turandot Barb-Wn NY4/25 

Tyler Am-Pres LA4/9 NY4/25 Ba5/2 Bo5/6 TRINCOMALEE 

Tagaytay Barb-Wn LA4/20 NY5/5 2/15 Jaladhruv Scindia Bo3/12 NY3/13 Pa3/16 Ba3/17 Nf3/18 Sa3/20 

Wilson Am-Pres SF4/19 N03/25 Ho3/29 Ga3/31 

Chastine Maersk SF4/26 NY5/13 3/15 Jalagopal Scindia. Bod/13 NY4/15 Pad/17 Ba4/18 Nf4/19 Sa4/21 
N04/24 Ho4/28 Ga4/30 


Hee SHWWWwW WWW WWNYNNYDH DYED PE LE PL 


KOBE 


Susan Maersk SF2/26 NY3/15 

Fernstate Barb-Wn LA2/29 NY3/15 

Wilson Am-Pres SF3/4 LA3/9 

Garfield Am-Pres LA3/5 SD3/11 SF3/14 

Yamataka Maru Yamashita NY3/18 Pa3/23 Ba3/24 Nf3/27 
Muse Pioneer NY3/19 Ba3/23 Nf3/25 Pa3/27 
Johnson Am-Pres LA3/12 $D3/20 SF3/23 

Maren Maersk LA3/12 NY3/27 

Troubadour Barb-Wn NY3/26 

Mart Pioneer NY3/26 Ba3/30 Nf4/3 Pad/5 Bod/6 
Toreador Barb-Wn LA3/20 NY4/4 

Heover Am-Pres SF3/19 

Rita Maersk SF3/26 NY4/11 

Ferncliff Barb-Wn LA3/29 NY4/13 

Taylor Am-Pres LA3/25 $D3/31 SF4/3 

Cleveland Am-Pres SF3/28 LA4/2 

Yamawaka Maru Yamashita NY4/18 Pa4/22 Ba4/24 Nf4/27 
Effie Maersk LA4/11 NY4/26 


YOKOHAMA 


Ming Pioneer NY3/4 Ba3/8 Nf3/10 Pa3/12 Bo3/15 
Harrison Am-Pres LA2/25 $D3/1 SF3/4 

Susan Maersk SF2/26 NY3/15 

Fernstate Barb-Wn LA2/29 NY3/15 

Wilson Am-Pres SF3/4 LA3/9 

Garfield Am-Pres LA3/5 $D3/11 SF3/14 

Muse Pioneer NY3/19 Ba3/23 Nf3/25 Pa3/27 
Yamataka Maru Yamashita NY3/18 Pa3/23 Ba3/24 Nf3/27 
Maren Maersk LA3/12 NY3/27 

Adams Am-Pres NY4/2 NO4/6 Pa4/8 Bad/9 HR4/11 
Troubadour Barb-Wn NY3/26 

Mart Pioneer NY3/26 Ba3/30 Nf4/3 Pad/5 Bo4t/8 
Toreador Barb-Wn LA3/20 NY4/4 

Hoover Am-Pres SF3/19 

Taylor Am-Pres LA3/25 $D3/31 SF4/3 

Rita Maersk SF3/26 NY4/11 

Ferncliff Barb-Wn LA3/29 NY4/31 
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SOUTHERN Cross Line 


FAST SERVICE — FROM BRAZIL 
TO UNITED STATES ATLANTIC PORTS 


GENERAL AGENTS: 


COSMOPOLITAN SHIPPING CO. INC., 42 Broadway, New York 4, N. Y. 








60 COFFEE & TEA INDUSTRIES and The Flavor Field 








A. L. Ransonorr Co.. Inc. 


Coffee 


NEW YORK 


Cable Address 
““RANWILLIG” 





| 
108 Front Street | 





COFFEE BROKERS 
AND 
IMPORT AGENTS 


New York 5, N. Y. 


C. T. KONTOS & CO. 


| 79 Wall Street 




















[ BOwling Green 9-6549 


JAMES A. ALEXANDER 
COFFEE BROKER 


| 90 FRONT STREET _NEW YORK 5, N. ¥. 














BALZACBRO 


Shortest Route from Growers 





|Get your COLOMBIANS 


al Edward P MeCauley P Co. 
| COFFEE 


New York 5, N. Y¥. 


| One Jones Lane 


Cable Address: CAULCAFE 








Balzac anon S Company, Ine. | 





HL. BENDIKS, INC. 


NEW YORK 
89 Front Street 


| SAN FRANCISCO NEW ORLEANS 

| 40 California St. 225 Magazine St. 

IMPORTERS - JOBBERS 
COFFEE - TEA 


JAMES W. PHVFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., 
Cable Address: 


New York 5, N. Y. 
Phyfe, N. Y. 











Coffee Agents and Brokers 
NEW YORK, : 


100 Front St. 
“Laticlave" 


Wm. | Mane ya & Son 


J. N. SOARES CO. 


110 Hoa sl ST. NEW YORK 5, N. Y 
Telephon Cable Address: 
Ar wanna New York 


ent for Angolan Ship 


MEMBER: dat COFFEE ASSN. OF new ORK CITY, INC 
NATIONAL COFFEE ASSOCIATION 


WHi tehall 4 rasa 








S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
| 25 Broad Street New York 4, N. Y. 








REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


“REATURN” 
104 FRONT ST. NEW YORK 








"ERNEST SINGHOFEN & Co,, INC. 
| Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREST | 
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Tew 


@@ foln ‘ Son, established 
n 1879 and one of the oldest contract 
tevedores and terminal operators 
tf New York have an 
alis of their merger with 

Sottnek Co. Inc 


nder the terms of the purchase 
Sottnek cor 


porate name will be retained and the 


wwreement. the Jules S 
company will operate hereafter as a 
wholly owned subsidiary of John 
( lark & Son 
James J Jeardall, president of John 
Clark & Son has been elected presi 
lent of the subsidiary, and Paul W 
ttnek becomes executive vice presi 
lent f both John ‘| ( lark & Son and 
the subsidiary, Jules S. Sottnek Cor 
poration. Executive and administrative 
fices of both will be located at the 
parent company’s address, 17 State St., 


New York 4, N. ¥ 


® 8 South African Marine Corpora 


tion (Safmarine) announce relocation 

new offices at 2 Broadway \ fea 
ture of the new quarters 1s a separate 
entrance m Stone Nt leading directly 


the bill-ot-lading deparment 


@ @ Seven members of the metropol 
tan sales” staff t Chase & Sanborn 
were included in a second special sales 
clinic recently held at the Coffee Brew 
TT Institute Conducted in the Insti 
tute’s laboratory the sessions featured 
letailed institutional 


brewing equipment and in personal cof 


mstructions mn 


fee measuring and brewing techniques 


Sea Fries & Fries, Inec., t New York 
ind Cincmnati will celebrate their 106t] 
uiniversary tl coming March Es 
tablished im y the Fries family, 
the company grown trom a small 
Manulacturer t nie 1 ie best-known 
] 


suppliers f essential 


flavor perfume bases 


ees honbrun & Co., Inc 
ducers of Savarin and Medaglia 


coffees has 


announced that tours will 
Palisades Park, 


NJ. plant for groups consisting 


be conducted at. the 
rr more interested persons, The plant, 
considered to be the most modern in 
the United State 


tion June, 1958 


was placed in opera 


ee The 


nounced 


Nestle <3. Jr Z has an 
pening of a new centralized 
warehouse located at 513-520) Irving 
Ave., Brooklyn, N 
house replaces two located in Glendale, 


Lon Island and Hillside, New Jersey 


Che new warehouse has an air con 
ditioned and humidity controlled area 
of 20,000 square teet for ideal storage 


\ The new ware 


of the company’s cocoa and chocolate 
products At present, the new ware- 
house is equipped to provide 


62 


one day 


nil sis 


delivery in seventy-five percent of the 
metropolitan area The 
twenty-five percent will be handled on 
delivery To further 
speed deliveries, the Nestle trucking 
fleet is being expanded 


remaining 


a S¢ cond day 


@ 8 The full roster of the board of di 
rectors of The Coffee Brewing Insti 
tute, Inc., was reelected at the annual 
meeting of the members of the corpora- 
tion at Boca Raton 

‘| hose re-elected 1 lude Joao Suplicy 
Hafers, Andres Uribe, C., Carlos Cor 
dero D'Aubuisson, T. Carroll Wilson, 
and Philip 1. Eisenmenger 


@ @ Mr. and Mrs. Joao Jabour of Rio 
de Janeiro were recent visitors to New 
York, following the Boca Raton con 
vention. Most of their time in the N.Y 
area was spent working with C. A 
Mackey & Co., Inc , ther 


the United States 


agents in 


ee The 
promoting its 


Company is 
Cé iffec 


medium of extra trading 


Union 
newest 


Grand 
instant 
through the 
stamps, and a kitchen utensil premium 
off 

The company’s new instant, bearing 
the Grand Union label, is offered with 
15, 50 or 90 Triple-S blue stamps with 


each offer of the 2, 6, and 10-ounce jars, 


respectively. Purchasers are given the 
added incentive of being able to pur- 
chase one of six stainless steel kitchen 
utensils for 50 cents and the label from 


any size jar of the Grand Union instant 


@ @ (Garcia & Diaz, Ine 


pointed general United States agent for 


recently ap- 


Flota Mercante Gran Centroamericana, 
have announced that thev will also 


represent the line as agents in Canada 


® ® Bohack Stores in the Brooklyn 
Long Island area offered a new soluble 

month New Supreme Instant 
Coffee, 
coffees from (Guatemala, El Salvador 
and Mexico 


the new brand, Is processed or 


ge William L 
nounced that Russell Egbert has joined 
he sales staff 
man with (¢ \ 
nineteen vears 


Korbin Ce . has an 


Egbert had been a sales- 
Mackey for a period of 


San Francisco 


By MARK HALL 


@ 8 At the time of this writing there 
is considerable activity on the part of 
roasters. Strength in the market has 
come in spite of large surpluses. With 
prices strong and rising it is felt by 
local coffee men that there is evidence 
of firm control of the market situation 


COREGE “a “TEA 


by producer's organizations. Over the 
vear's end roasters had little confidence 
in the market sustaining prices, and 
held back their buying. When it be- 
came evident that prices were strong 
and going up further they began buy- 
ing. While better buying levels were 
passed up earlier, no one could then 
judge that prices would not go down 
instead of up. The fact is that the 
usual criteria does not hold in today’s 
controlled market. 


es 8 F. John Dreyfous has been ap- 
pointed western representative of J. 
Aron & Company, Inc. of New Or- 
He is located at 210 California 
Street sharing an office with Leon 
Cavasso. Dreyfous had previously 
been associated with Aron in New Or- 
leans, 


leans 


s 8 Jo Bransten returned last month 
from a trip through South and Cen- 
tral America Ed Bransten attended 
the meeting of the U. S. Board of Tea 
Exporters in New York to fix new stan- 
dards for tea in 1960 as required by the 
Food and Drug Administration 


@ @® Bernardo Lopez ot Jemo-Lopez 
Co., Medellin, Colombia, coffee ex- 
porters was a visitor in San Francisco 
last month with his wife and = two 
children. They visited the Schilling’s 
plant and other points of interest. B. 
C. Ireland are their representatives in 
the territory 


@ 8 Warren Kludt, Bert Fulmer and 
retiring president Bob England, were 
elected to the board ot 

Chuck Cecil, president and 
Rosen, secretary and treasurer of the 
San Francisco Coffee Club at their 
last meeting in December of 1959 


directors, 


Manny 


ae] A. 


ger’s, has been elected to the board of 


Folger, president of Fol 
directors of Caterpillar Tractor Com- 
pany He is at present director of 
the Western Pacific Railroad, the 
Wells-Fargo Bank, E. D. Bullard Co., 
and the National Association of Manu- 
facturers 


® 8 Jo Hooper gave a talk last month 
at the International House, on the 
University of California campus under 
the auspices of the Pan American As- 
sociation of Oakland. The title of 
his talk was on coffee and this coun- 
try'’s Latin American relations. It in- 
cluded a short history of the coffee 
industry beginning Jack 
Leach of the Coffee Brewing Institute 
gave a demonstration of coffee brew- 


ing 


since its 


® #8 Ceci! Hudnout, president of Stan- 
dard Brands was a recent visitor in 
San Francisco. 


8 8 John M. Bransten was recently 
elected to the board of directors of 
M.J.B. Company. 


@ 8 It is reported that J. A. Folger & 
Co. has acquired the restaurant busi- 


ness of Milo Coffee Co. 


INDUSTRIES an 





Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


s @ At the last meeting of the Wes- 
tern States Tea Association Fred 
Vance was elected president, and Wer- 
ner Lewald, secretary and _ treasurer. 
A vote of thanks was given Larry 
Meyers, retiring secretary and treasur- 
er for his good wok in handling his 
job over the last term, 


New Orleans 


@ 8 Officers elected for the coming 
year at the annual meeting of the New 
Orleans Board of Trade, Ltd., are: J. 
J. Meyers, 1st vice-president, Oulliber 
Coffee Company. G. T. Gernon, Ruffner, 
McDowell and Burch; Phil G. Ricks, 
Adolph C. Ricks and Co.; H. Ashton 
Lafaye, Lafaye and Arnaud; Murray 
Squires, Anderson Clayton; and E, F. 
Sporl, United Fruit Co, will serve as 
board members 


@ #@ Among members of the trade who 
attended the National Coffee Associa- 
tion Convention at Boca Raton were: 
Fd Ganucheau, James S. Levy and 
Alan Bories of ¥. Aron and Co.; AI- 
bert Hanemann of Hanemann and 
Cummings; Milton Ruth and Eddie 
Rosen of Leon Israel and Bros., Inc.; 
J. W. Gherkin of R. E. Schanzer and 
Co.; George Westfeldt, Jr., and Albert 
Barrientos of Westfeldt Bros.; Albert 
Schaaf of Stewart Carnal and Co., 
Ltd.; George Gernon of Ruffner Me- 
Dowell and Burch; Louis Arnaud and 
Glendy Munson of Lafaye and Arnaud; 
and Phil Ricks of A. C. Ricks and Co. 


Monthly 

sailings from 
MATADI 
DOUALA 
ABIDJAN 
FREETOWN 
via fast modern 
cargo liners 


THE BLUE LINERS- 
Ship vi 
? v* “MAERSK LINERS © 





@ @ Harry J. Einerman has_ been 
named general manager of the freight 
and passenger department of the 
United Fruit Company, according to 
an announcement by vice-president J. 
Arthur Marquette. Mr. Einerman  suc- 
ceeds Ralph Keating who retired De- 
cember 31. The new department man- 
ager has been with United Fruit for 
$0 years. The firm also announced the 
appointment of Alton C. Blanchard of 
Ossining, N. Y., as passenger traffic 
manager. Blanchard has been general 
passenger agent for the company since 
1956. 


Los Angeles 


@ 8 It is with deep regret that we re- 
port the death of George W. Riley, 
Secretary-Treasurer and a member of 
the Board of Directors of Farmer 
3rothers Co. Riley was born in Los 
Angeles on April 10, 1891, beginning 
his career with Farmer Brothers Com- 
pany in 1923, 


@ 8 Victor J. Cain and Walter H. 
Dunn announce that they have dissolved 
their partnership effective as of De- 
cember 31, 1959. Cain has opened his 
own office as a green coffee broker at 
900 South Santa Fe Avenue, Los 
Angeles, and will announce new affilia- 
tions in the very near future. Walter 
Dunn will continue acting as a green 
coffee broker, representing Otis, Mc- 
Allister & Co., Hard & Rand, Inc., and 
W. E. Waldschmidt & Co., Inc., at his 


old address. 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 


30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 


MATADI: Agetraf, $.C.A.R.L., 3 rue de Vivi, P.O. Box 36, Matadi, 
Belgian Congo. 


DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 
Cameroons. 

ABIDJAN: Societe Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
P.O. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: Scandinavian Shipping Agencies Limited, 9? Gloucester St., 
.O. Box 130, Freetown, Sierra Leone. 


@® ® An announcement was made re- 
cently that Rancho Mirage Shopping 
Center in the Palm Springs Area has 
been purchased by Mr. Andrew Mose- 
ley. Mosely, who is President of 
Breakfast Club Coffee, Inc., owns and 
operates this long-established Los 
Angeles firm together with his two 
sons, Lorrie and Dick. 


@ @ Eric Eben, President of Eastern 
Tea Corp., Staten Island, N. Y., stop 
ped at Los Angeles for several days 
recently to call on the trade in an ef- 
fort to build up his tea business on the 
West Coast. 


@ @ Al Keenan, General Passenger 
Manager of Moore-McCormack Lines, 
N. Y., spent several days in Los 
Angeles conferring with many of the 
travel agents in Southern California 


@ @ Jack Berard, Vice-President of 
American Instants, Inc., Morristown, 
N. J., visited in southern California 
recently. While there, he called on 
many of the local instant coffee dis 
tributors. 


@eMr. and Mrs. Ted Lingle, Mr 
and Mrs. Bill Waldschmidt, and Mr 
and Mrs. Walter Dunn were recent 
visitors in Las Vegas area. 


@ 8 Mr. and Mrs. Bill Kunz, of W. H 
Kunz & Co., New Orleans, La., are 
vacationing in the Hawaiian Islands 
for a month. Bill took over in the 
Herb Knecht office during Knecht’s 
recent illness 
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E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 


CENTRAL AMERICANS 
166 California Street 


San Francisco I1, Calif. 





FITZPATRICK & HOFFMAN, INC. 
GREEN COFFEE 


210 California Street 
DOuglas 2-1474 


San Francisco 


























Beginning January, 1960, the |-year 
subscription rate is $5. 


Coffee & Tea Industries 
(formerly The Spice Mill) 


NOTICE 








FEBRUARY. !960 








Classified Index to Advertisers 
Exchan ge " al 


Abidjan Chamber of Commerce Jackson & Son, Inc., S. .. 3 
63 


RATES Aldine Paper Co., Inc 3 Johnson & Co., E. A. . Bs : 
TALL " " Alexander, James A : Junta de Exportacao do Cafe 29 
2" —$3.50 1" —$6 2"—$1 1 American Coffee Corp 

3° —— $15 4""—$18 Angel & Co., Inc., H. Reeve Kontos & Co.. C. T. 
Aron & Co., Inc., J. 
Atlantic Coffee Bag Co Lipton, lncetinmas J. 


Situations Wanted: 5¢ per word; $1 min. 
Lloyd Brasileiro 





Balzac Bros., Co., Inc 61 
Bendiks, Inc., H. L. € 61 Mackey & Co., C. A. 
Bennett & Son, Wm. Hosmer 61 McCauley & Co., Edward P 
Bickford & Co., C. E. Front Cover Mississippi Shipping Co. .. 
SEASONING CHEMIST Brazilian Coffee Institute 16, 11 Moller Steamship Co., Inc. 
Bukoba-Native Cooperative 46 Moore-McCormack Lines, Inc 
) . Burns & Sons, Inc., Jabez j 
Research division of national 

. Re National Federation Coffee 
food company located in ¢ hicago Cecilware-Commodore Products 3 Growers of Colombia 


suburb has challenging opening Classified Advertisements Nedlloyd Line 
Columbus Line 3 Neugass & Co., Inc., L 


for Seasoning Chemist, Nopal Line 





? sva0942 . 2 _— , Dexter & Sons, C. H 3 7 i 
Require minimum 3 years con pate a CoC Old Slip Warehouse Co., Inc 


centrated experience in seasoning Dodero Lines 
; : ° ° urs 2an American Coffee Bureau 
formulation, referably with du Pont de Nemours, E. I Pan 1 
I : Phyfe & Co., Inc. 
: Probat-Werke - 

East Coast Coffee Corp 2 Puerto Rico Mfg. Corp. 
Must le able of independent Erexs0 

Caypr , 11 ) 1den Eppens, Smith in. Inc 


Spice COMMAS 


ly developing sease ning formu Ransohoff Co., Inc., A i 
| ae = , Reamer, Turner & Co 

lations = for al food Fairchild & Bolte Ruffner, McDowell & Burch 
»roducts Farrell Lines, Inc 
Fitzpatrick & Hoffmann Inc Schaefer Klaussmann Co., Inc 
Outstanding employer benefits, Schanzer, Inc., R : ? 
General Foods Corp Schonbrunn & Co., Inc., S. A 
nsurance, and pension programs Glasberg Co., S. A Sieling Urn Bag Co 
Goodyear Tire & Rubber Co Singhofen & Co., Inc., Ernest 
Grace & Co., W. R Soares Co.. J. N 
Grancolombiana (N.Y.) Southern Cross Line 

Inc Back Co Stockard Steamship Corp. 
Box No. 100 Guatemala Coffee Bureau 
Gump Co., B. F 23 Tetley Tea Co 


c/o Coffee & Tea Industries ae a 


Hall & Loudon Tomlinson No Drip 


Hansen. Walter R aa Faucet Co. 
Hartman & Co., Inc., F. W Torm Line 


FOR SALE: Ireland, Inc., B. C United Emit Co, 
lL 4519-1) 12 x 6 Worthington Irwin-Harrisons-Whitney, Inc 
Vacuum Pump V-Belt Wheel, Israel & Bros., Leon 
equipped with 1 (519-2) sub-base 
V-Belts, V-Belt drive parts, motor 
sheave and wheel guard and 1 
(SA9-5U) A 1407 filter muffler, 
all new 


Box 50, c/o Coffee and Tea Industries 


Salary open 








Wyott Manufacturing Co. 





























BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER u 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


Gentlemen, this is Senhor Henrique Simoes, 
our new vice-president in charge of buying." 


COPFEE & TEA INDUSTRIES and The Flav 














Around the clock every day of the year Grace 
Line’s dependable fleet of modern “Santa” ships 
Weekly American Flag Service from 
COLOMBIA +- VENEZUELA - ECUADOR - PERU 
and the West Coast of Central America 
to 
NEW YORK - LOS ANGELES - JACKSONVILLE 
PHILADELPHIA - SAN FRANCISCO - BALTIMORE 
SEATTLE - VANCOUVER, B. C. 


serves the coffee trade. From years of experience 
comes the coffee-handling know-how particular 
shippers demand. Maintaining itineraries and 
schedules that coincide with the needs of the 
trade, Grace Line keeps high-grade green coffees 
moving steadily northward from Mexico, Central 
America, and South America. For the best in 
service, ships and schedules, specify, “Ship via 


Grace Line.” 


GRACE LINE 


Serving the Americas 
for more than a century a Hanover Square, New York 4, N.Y 


Agents and Offices in all Principal Cities 








Agents: 
ik. Ss. Binnings 

ton @ Ga 
Lid, 
neeles 


New Orlean @ Hou 
Balfour Guthrie & Co., 
Sit 1 cisco @ Lo 


1 ran \ 
Portland @ Vancouver, B. ¢ 
Robert Reford & Co, 
Montreal @ Toronto 
Boston Shipping Corporation 
Roston 
Penn-Maryland Steamship Corporation 
Dtaltinnanre 
Lavine Shipping Company 
Philadelphia 





General Agents 
Grancolombiana (New York), Ine. 
New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 
W Hitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 

















